








No. 100 Bernard 
Flat Nose Pliers 


No. 177 Bernard 
Diagonal Nippers 


No. 75 Bernard 
‘‘Lopwell’’ Pruners 


No. 542 Bernard 
Linemen’s Pliers 


BERNAR 


TRADE MARK REGISTERED ° 
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PLIERS 


SPECIAL PURPOSE 


A catalog and representative 
awaits your request. 


No. 525 Bernard No. 119 Bernard 
End Cutting Nippers Round Belt Pliers 


MADE IN U.S.A. BY 


THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN. 


No. 102 Bernard 
Side Cutting Pliers 


No. 386 Lodi 
Belt Punch 


No. 190 Triumph 
Eyelet Punch 


No. 125 Bernard 
End Cutting Nippe 











VVho called me a Lime Shop Cr, 





 Pgenasey KNOWS, we've the money to 
spend. Women hand out more than 
eighty percent of all retail dollars. 

And if we buy the cheapest, don’t 
blame us. We'll spend more whenever 
we're really sold! 

Take my recent visit to a neighborhood 
store. I wanted a paint brush to touch 
up porch furniture. My bargain instinct 
was to look only at the price tags. 

But the man behind the counter showed 
me a good brush. Said it was guaranteed 
not to shed bristles, had a tapered edge 
for corners, would help even inexperi- 
enced me to do a near-professional job. 

You know the answer. I spent several 
times the amount that the storekeeper 
might ordinarily have realized. And look- 
ing at that furniture today, I’m glad. 


So, next time one of us calls at your 


store, just give us a chance to buy qual- 
ity at a fair price. You'll find out we’re 
more than simply dime shoppers! 


* * * * * * 


Stepping up the sale is easier with Wooster 


Brushes. Within the medium price classifica- 


HAVE YOU SEEN THE NEW 








tions are selling features not available in most 
brushes at similar prices. Foss-Setting, an ex- 
clusive patented Wooster feature which pro- 
vides a rock-like base for the bristle, which 
prevents shedding, swelling, splitting. Chinese 
bristle that is finer, wears longer, does a smooth- 
er job. And many more. Enough, in fact, to make 
it well worth your while to ask your distrib- 
utor’s salesman for details on the Wooster plan! 
The Wooster Brush Company, Wooster, Ohio. 
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THE LOCK from the July 13th 
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0 Be Profits is Wide Open! 


YOUN sighed Read this full col Saturday E P d 
ead this full column Saturday Evening Post advertisement. 
THIS ADDED Doesn’‘t it give you a real selling idea—one that calls for 


PRO TECTION immediate action? 


Right in your own community, many homes need the protection 
of YALE Auxiliary Locks on their side and rear entrance doors. 





Sell them that protection! 


Millions of families will see this striking Post advertisement. 
Some of them live in your community. Put in a window display 
of YALE Auxiliary Locks with a sign,“Locks for your side and 
rear doors.” With just a little effort you can sell more locks 
No. 44 AUTOMATIC DEADLATCH— 
one of many fine YALE Auxiliary Locks and make more money! 


ANY homes have good cy!- If your stock of YALE Deadlocks and Deadlatches 
M Cal ee 

doors—but on the back doors, 
the locks can easily be opened 
with a skeleton key. Those back 

doors should have the depend- THE YALE & TOWNE MFG CO 
able protection of YALE Auxili- a q 
ary Deadlocks or Deadlatches STAMFORD, CONN., u, ¢ “4 

Examine your locks, then see your 
hardware dealer. He will meet 
your needs for YALE security. 


is low... your jobber can supply you promptly. 











These are but a few of 
the Auxiliary Locks in 


the extensive YALE line. 


R THE NAME ON THE 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 


Canadian Division St. Catharines, Ontorio 


Visit in the New York World's 
Fair. Main Exhibit, Metols 


Y ALE —- _ Trylon 














No. 2192—Interiocking rotary bolt type. No. 47 —Automatic Deadlatch with concealed screws. 
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Wien a whole industry swings into action, 
it stands to reason, you’re bound to see results. 


And that’s what happened in the case of white 
lead. The miner, the smelter, the refiner, the 
manufacturer all are joined to promote the sales 
of white lead, with an advertising campaign 
totaling 11 million circulation. 


That campaign is in addition to the advertising 


4 


* of white lead brands, which means, it multiplies 


the effect of these other campaigns. 


Month after month, this campaign will stay on 
the job, working for every paint dealer who 
sells white lead. Are you going to get your 
share of the business? 


LEAD INDUSTRIES ASSOCIATION 


420 Lexington Avenue . New York City 
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UP AND OVER DOOR HARDWARE _ 
Another application of ‘Cannon 
Ball is in the popular Up & Over 
Garage Door Set. The easiest, 
most trouble-free Garage Door 
Hanger on the market. Demon- 
strate Cannon Ball — it sells itself. 


L GOES IN cicn ; 
NON BALL WHEEL 


e tubular Self-Cleaning Track gives no chance 

ct ee eS tae 

—e CANNON BALL 
Undersiung Tandem 


Tested Sales Helps Door Hangers 


Free Plans and trained salesmen to help 
you swing jobs —as well as attractive 
displays and working models that will 
sell Stanchions (Patented Rust Shield), 
Ventilators, Roll-Up Windows (Patented), 
Litter Carriers, Hay Grapplers and 
Complete Line of Barn Equipment. 


cm 
STARLINE INC 


No. 384—For doors 
weighing up to 400 Ibs. 
Ten cold roll steel bear- 
ings are I in. by 3/16 
in. Run even, and bear 
even. Door strap 6!/. in. 
long, Vg in. thick. 


No, 1068 — Same truck as 
No. 384. Door strap with 
adjustment to set doors 
in or out, or raise or 
lower them at either end, 
or adjustable to thickness 
of door. 


A White Today ABOUT THESE NEW STARLINE Propucts. 
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Selling Everybody Bond 
Super-Power Batteries 


AMMERING into America the safety-and-service advantages of Bond 
Super-Power Flashlight Batteries, nearly twenty million dramatic, 
story-telling advertisements will appear in these great publications: 


Saturday Evening Post * Cosmopolitan * Successful Farming 
Liberty * Boys’ Life * Southern Agriculturist * Holland's 


Starting in August, this strong campaign of Bond national advertising will 
continue right through the Fall. Hammer, hammer, hammering in its 
insistent, attractive, cheerful and impressive reminders—by the million— 
to buy Bond Super-Power Batteries. 

Plan NOW to tie in with this big campaign. For volume response to 
advertising. For volume repeat sales. 

Every Bond Super-Power Unit Cell is dated, yes—so assured fresh. 
A colorful free counter display featuring this comes with each 48 cells. 
And here are two more equally important advantages: 

1. Modern Moulded “Plastic” Seal top (patented). Prevents power 
energy loss—keeps the battery cell fresh 12 months or longer. To you— 
long shelf life insurance. To your customer—long service. 

2. The raised shoulder of this Moulded “Plastic” Seal top is another 
saver of power energy—prevents external battery short circuit. 

- i” Get your supply of Bond Super-Power Batteries in one of the fast- 
SE vor $2 selling Bond Combination Ofiers. Such as No. 933 which consists of : 

48 No. 102 Bond Super-Power Mono Cells . . Retail value $4.80 

3 No. 2424 and 3 No. 2428 Bond Streamlined Fixt-Focus 

Spotlights (3 in solid 22K copper styling, 3 in two-tone 

black and 22K copper) ... Retail value without cells $4.68 

Your cost: $6.26. Your profit: $3.22. 


Ask Your Jobber’s Salesman for Full Details gijum ‘BOND 
or Presi 


Get in on This Big Sales Opportunity at the Start 
BOND ELECTRIC CORPORATION Buren, 
Division of Western Cartridge Co. , 


New Haven, Conn. Chicago, Ill, San Francisco, Calif. 
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BOND NO. 102 PERFORMANCE VS. U.S. BUREAU 
OF STANDARDS TEST SPECIFICATIONS (W- see Jp ie 
UGHT | B101e-F-3c) FOR SIZE “D” FLASHLIGHT CELLS These 6 Bond 
Streamlined Spot- | 


100% lights in FREE Si- 
Me Twin Display in 


Tae =§6173% Comb. Ofer No. 935 
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it’s Economical 
it’s Sturdy 
if Lasts 


BETHANIZEp fence has three features that win 
customers, bring them back to your store the 
next time they have a fencing job in hand, and 
help you build a profitable fence business. 

First of all, bethanized fence is economical. 
In spite of its greatly increased rust-resistance, 
bethanized fence costs no more than ordinary 
fence with far less to offer in rust-fighting ability. 
i Second—bethanized fence is of sturdy, tried- 
and-proved, hinge-joint, cut-stay construction. 
Full, deep tension curves, combined with a de- 
sirable amount of stiffness in the line wires, take 


a 


BETHLEHEM STEEL 
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Bethanized Fence 





care of shifts in tension due to temperature 
changes, keep bethanized fence tight for years. 

Third—bethanjzed fence lasts. It fights rust 
all the way through from the copper-bearing steel 
base wire to the surface of the bethanized coating. 
And the bethanized coating is on to stay. It is 
electrolytically built up atom by atom into a 
protective armor that’s literally a part of the 
wire itself. It is inevitably uniform in thickness 
and entirely free from any layer of brittle zinc- 
iron alloy. It will not crack, flake or peel— 
never gives rust a foothold. 

Go after business with bethanized fence. It 
has the through-and-through quality that satis- 
fies customers—and keeps them satisfied, ready 
to boost your business for years to come. 





COMPANY 









FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kan- 
kakee, Ill.; Seles Offices: 1475 Merchan- 
dise Mart, Chicago; 45 E. 17th Street, 
New York; 53 Alabama Street, S.W., 
Atlanta; 301 N. Market Street, Dallas; 
and 2730 16th Street, San Francisco. 


It’s a big comfort to know that you’re handling 


a line that will never let you down—that offers 


the smartest of handsome new models to attract 


more prospects—that assures a model for every 
need and pocketbook—that is backed by over 


65 years’ experience, by a name that means com- 


plete dependability, and by vigorous advertising 


and dealer helps that make selling easier. 


Use the line your own trade knows to tie up 


to better heater business and generous profits this 


fall. You’ll find it pays—in comfort and hard cash 


—to sell modern Florence Oil Heaters. 


FLOREN 


MODELS FOR EVERY NEED 


ATERS 


A AND POCKETBOOK 
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SARGENT 


Nos. 5344L and 5348L are suitable for 
Schools, Motion Picture Theatres, Fac- 


tory Buildings. ete. 


They are GRAV- 
ITY LOCKING—operated from inside 


of door by slightest pressure on cross- 


bar at any point. 


With Bar Locking Device 


Furnished with bar locking device 
in actuating case to lock the bar in 
an inactive position and allow its use 
as a push bar during those hours 
when free passage throng) the door 
is desired 





Nos. S344L 5348L 


These Bolts are furnished complete with 
attachments for doors 8 feet high and 3 
feet wide—for stiles of not less than 3 
inches wide. 


They are reversible for either RIGHT 
or LEFT hand doors and can be cut down 
for smaller doors, enabling you to fill 
orders promptly. They come packed in a 


heavy fibre box. 


Sargent Door Closers 
make a good combina- 
tion sale with Exit 
Door Bolts. They are 
made in six sizes and 
are unusually easy to 
attach because of the 
clear installation dia- 
gram packed with each. 
They close doors Quiet. 
ly, Easily and Surely. 


EXIT DOOR BOLTS 


Can be carried in stock for increased HARDWARE PROFITS 
a” 
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Side view 


of Inside of single door 
top case with bolts 
showing Nos. 5321L, 5328L or 
auxiliar. Nos. 5391L, 5398L 


latch 















double door 
with bolts 

Nos. 5321L, 5328L er 

5391L, 5398L and 
5344L 


Inside of 


Nos. 5311L and 5318L 


Nos. 5311L and 5318L can also be used 
in combination with Nos. 5344L and 5348L 
for use on Double Doors. They can also 
be furnished for single or double doors 
with outside trim with Cylinder or Bit 
Key Locks so the doors can be operated 


from the outside. 


Send for our 
Exit Bolt Catalogue 


SARGENT & COMPANY 


Hardware Manufacturers 
NEW HAVEN, CONN. 


NEW YORK 
342-344 Broadway 


CHICAGO 
150 N. Wacker Drive 
Belleville, Ontario, Canada— 


BELLEVILLE-SARGENT & COMPANY, LTD. 
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Informal Editorial Comments 





“Who Makes It?” :— 


Our next issue will be dated 
July 27, 1939. It is the 1939-1940 
edition of the Annual Catalog and 
Directory Issue, better known as 
the “Who Makes It?” number. Be- 
cause of its size and the vast 
amount of detail work involved, 
there may be a few days’ delay in 
getting this valuable, all-year refer- 
ence book to our readers. It is 
bigger, better and even more com- 
plete this year and will again, we 
are sure, fill a vital need for both 
retailers and wholesalers. 


Business :— 


In a recent bulletin to his mem- 
bers, Joe Meek, Illinois Federation 
of Retail Associations, quotes an 
important comment from a recent 
radio address of W. J. Cameron. 
Ford Motor Co. Here it is: 


“Industry first found itself in 
the hovels of the people. . . . It 
removed the work to modern in- 


stitutions and gave the dwellings 
of the people the dignity of 
homes. . . . Industry found peo- 
ple working for pittances. .. . It 
reduced the work day to eight 
hours .. . the work week to five 
days .. . and increased wages to 
unprecedented levels. . . . What I 
would have business men know 

. as against gross misunder- 
standings . . . is that every one 
of these reforms came voluntar- 
ily out of industry intent on do- 
ing its job the best way... . The 
charge that these improvements 
were made at the insistence of a 
morally outraged society is not 
tenable.” 


Lost Sales :— 


Last week I renewed acquaint- 
ance with a former retail hardware 
dealer who for two years was presi- 
dent of a local hardware associa- 
tion. He was easily the most active 
head this body ever had. During 


his administration his “pet peeve” 












by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


was the sales lost to retail hard- 
ware stores through direct sales 
(almost at wholesale) to groups of 
employees in large corporations 
whose purchases were handled 
through welfare or purchasing 
units of such companies. Through 
no particular fault of his own, this 
former dealer lost his business. He 
obtained employment with a large 
tire and auto accessory distributor 
who,operates gas stations, super- 
service stations, retail stores and an 
important wholesale trade for re- 
sale. In this new field my friend 
has prospered fairly well and has 
now been given a “plum” in the 
form of special sales management 
work. He will now direct his com- 
pany’s sales to the employee groups 
who wish to buy at special dis- 
counts if they produce the identi- 
fication cards which indicate their 
employment connection with an 
“approved corporation.” To be 
approved, the corporation’s wel- 
fare or employee association mere- 
ly needs list my friend’s company 
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WEEK A NEW SALES IDEA WITH 
HIBBARD'S B POINT SERVICE! 
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A Big Carton Packed with promotion 
ideas and material comes to Hibbard 
8 Point Service Dealers each month. 
Here is the June Carton, containing 92 
items including posters, display cards, 
price cards, ad mats, etc., for each week 
in July. 





a 





eres 








Most Important Items in the June Carton are the Photos of Counter Layouts and Sidewall Units 

“Basic Turnover List and Price Guide” and “Turnover with Price and Display Cards for each of the four 4 
List Supplement.”” One pictures and prices the timely July weekly promotions are in the big Hibbard service pa 
items, including the bargain leaders and profit builders, carton, together with large sheets of specific merchan- Fs 
suggested for each of the four July weekly promotions. dise layout information, showing the space to be occu- © 
The other features the mats to advertise them and the pied and the competitive retail price on each item. Your af 
store equipment best suited for displaying them. Dealers youngest assistant can follow these instructions easily ; 
who confine their buying to these Hibbard guides are and do a fine job. ‘ 


making money. 











Window Displays—one for each 

















week in July are provided for. Newspaper Mats, ready for 52 Promotions a Year focus the inter- 
Photos of each window (with and insertion in your local paper, est of your community on every section 
without merchandise) are in the are included in every carton. of your store, bring you new customers, 
Carton, plus quantities of colorful There are two mats for each speed up your sales and turnover, increase 
window streamers, price and dis- of the four weekly promotions, your net profits. Here—for instance—are 
play cards. To duplicate this Hib- thus rounding out a merchan- the four timely promotions included in 
bard material would cost an indi- dising service for Hibbard the June Carton for use in July. Every 
vidual store thousands of dollars dealers without an equal in the week is a banner week with Hibbard’s 
a year! hardware field. 8 Point dealers. B 
HIBBARD. SPENCER. RARTLETTS @ 
211 EAST NORTH WATER ST. 


SoHitSoAS GS. 
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and its services so that employees 
may know of their “wholesale 
privileges” for tires, auto acces- 
sories, etc. Then the corporation 
is listed with this distributor and 
without further formality large 
groups of customers stop paying 
the retail price on additional mer- 
chandise. 


Huge Business :— 


Millions of dollars worth of gen- 
eral retail business is lost through 
such transactions every year. This 
friend showed me a list of pros- 
pects, manufacturers and others, 
who are known to seek such privi- 
leges for their employees. Almost 
every type of business was repre- 
sented. He also showed me a list 
of lines that could be bought at 
wholesale prices by employees of 
one such prospect, and I am sure 
that almost any normal human 
want was taken care of in this 
list—everything from sewing kits 
to automobiles, including motor 
boats, radios, all kinds of electrical 
equipment and appliances, plumb- 
ing goods, books, etc. It was in- 
teresting to learn that the prospects 
were divided into “50,000 groups,” 
meaning tbat each group of names 
represented 50,000 employees who 
could enjoy these wholesale privi- 
leges. 


Other Plans :— 


There are several other methods 
pursued in this particular form of 
“gypping.” Individuals, with small 
offices, issue special lists of goods 
that can be bought at wholesale 
prices or at least bought at dis- 
counts off regular retail prices. 
Here again a wide variety of goods, 
including automobiles, is available. 
The orders are placed through such 
“brokers” who take a cut on the 
sales and give the consumer only 
a part of the margin he enjoys. 
Seldom do such operators have 
even a sample line “in stock,” yet 
they appear able to buy almost 


anything of any known make or 
brand. One sometimes wonders 
how anybody is left to buy at retail 
when so many short cut plans are 
fostered, or at least sanctioned, by 
manufacturers and_ wholesalers, 
which make these transactions pos- 
sible. Almost anyone with a 
*phone number gets a bid from 
such “brokers,” and almost every 
employer of 50 or more persons 
receives individual solicitations to 
participate in such “gypping.” 


The Cure? :— 


There is probably nothing illegal 
about this practice but the entire 
plati is completely unethical and 
should be stopped completely. In 
the 44 states having fair-trade laws, 
the cure is simple. Fair-trade re- 
sale maintenance contracts would 
solve this problem quickly and to 
everyone’s satisfaction, for these 
sales are strictly retail transactions 
with consumers without any pre- 
tense at quantity purchases to jus- 
tify any price concession. Indi- 
vidual hardware dealers can help 
themselves materially, in this con- 
nection, by gathering lists of goods 
for sale whenever available and 
bringing the matter to the atten- 
tion of the manufacturers whose 
brands and trademarks are fea- 
tured. Invite fair-trade contracts, 
which in 44 states will give you 
protection no matter how many 
hands the goods pass through, to 
the ultimate consumer. If the lists 
you obtain are not specific as to 
actual selling price, have some one 
make some purchases of the goods 
which are of interest to you and 
then you have all the evidence you 
require. In the past when this 
situation has been brought to the 
attention of manufacturers, it was 
often found that the producer was 
powerless to stop the abuse because 
he was unable to determine how or 
where the goods were obtained. 
With the fair-trade laws, in 44 


states, this particular handicap is 





not present and any manufacturer 
who wishes to do so can fair-trade 
contract his branded goods and get 
court support in maintaining retail 
prices for all retail sales. 


Sound Credit :-— 


In connection with his current 
appointment as head of the new 
Federal Loan Agency, the widely 
experienced Jesse H. Jones, of 
Houston, Tex., is quoted as say- 
ing: “The greatest disservice you 
can do is to lend a man money he 
can’t pay back.” These are true 
words and would serve well as the 
motto and guide for the credit de- 
partment in every manufacturing, 
wholesaling and retailing establish- 
ment. For when credit is extended 
for goods, whether to distributor or 
consumer to an extent beyond the 
purchaser's ability to repay such 
credit is unsound and is the fore- 
runner of trouble. Overselling in 
distribution is always poor busi- 
ness, but when overselling is ac- 
companied by excessive credits it 
means double trouble and a direct 
loss to the seller. A review of the 
business failures and of failures 
among retail stores doing a large 
intallment selling volume would 
give ample evidence that money 
was loaned that couldn’t be paid 
back. When you extend credit to a 
dealer or to an individual you are 
essentially loaning him money 
against the purchase he has made. 
The “great thirst for sales volume, 
a perfectly natural and human am- 
bition, has encouraged lax credit 
policies that have bounced back 
like “rubber checks” and have 
ruined many a business and many 
a family. Credit has its undeniably 
great function in the American 
business picture. We could not 
cary on without credit in business 
but the sooner the wisdom of Jesse 
Jones’ comment becomes a cardinal 
principle in credit policies the 
surer will be the foundation of 
American business and particularly 
of hardware distribution. 
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By ADON H. BROWNELL 


Chapter 55—Advanced Course 


Interesting Hardware Problems Solved 


ONTINUING our study of 
& interesting hardware prob- 

lems and how they were 
solved, I next want to present one 
sent in by C. G. Lundquist, of the 
Lundquist Hardware Co., Bridge- 
port, Conn. 

In these days since Uncle Sam 
went off the water wagon, and it is 
even hinted before, many private 
homes are equipped with interest- 
ing bars. Mr. Lundquist had such 
a problem on a bar in a home he 
was furnishing. I am going to let 
him tell you now what it was and 
how he solved it. 


Problem No. 1 


“Problems in hardware specials 
must be solved. Here is one with 
which we bothered for some time: 

“One door, sliding up into a 
pocket, formed a continuance of 
panel in the room when closed. 
No hardware could show in the 
panel on the room side, and there 
could be no mark of connection 
of the door in the panel when 
closed. Back of the panel was the 
bar. Here is the hardware. We 
made a pattern for a brass casting 
approximately 5 in. long, %4 in. 
wide, with reinforcing angles on 
the sides and put a steel pin 
through. The angle slotted top 
was 1, in. wide and approximately 
2 in. long. This was mortised in 
the panel. On the door we mor- 
tised a special flat hook with a 
5/16-in. square hole fitting tight 
on the steel spindle. This operated 
two lever handles with rose. The 
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hook made a graduating degree to 
draw tight. 

“This operated perfectly and 
everybody was happy. There are 
other problems popping up from 
time to time.” 

* * * 

The industry as a whole, I feel 
sure, well knows the reputation of 
that very famous distributor of 
fine builders’ hardware, Ostrander 
and Eshelman, of New York City. 
They are undoubtedly deserving 
of the position they have earned 
of being to the builders’ hardware 
business what Tiffany is to the 
jewelry business. Their work on 
fine residences throughout the 
country is outstanding, so I wrote 
to “Doc” I. S. Eshelman and asked 
him to give me a problem or two 
that he had met and solved. “Doc” 
is president of the National Con- 
tract Hardware Association and 
is rendering distinctive service to 
the industry in that position. He 
replied that two of the most inter- 
esting problems he had _ were 
printed in Profit Bound, the asso- 
ciation publication, and, with their 
permission and “Doc” Eshelman’s, 
I am reprinting them here. 


Problem No. 2 


“T have pulled out at random 
from ‘our library’ two drawings 
showing special conditions and 
will try to relate the circumstances 
concerning each as fairly as I can 
recollect them, hoping that what 
must necessarily be a brief de- 
scription of the facts may so visual- 


ize the problem that the reader 
can understand it as clearly as if 
he were looking at the blueprint 
before me. 

“Because the intricacies of mas- 
ter keying are always interesting 
and, in the case of a pin tumbler 
cylinder, difficult to understand by 
many, this problem was unusual. 
A new bank and office building 
was being erected, in which the 
bank, in addition to the several 
basement levels, would occupy the 
first five floors. As usual the locks 
were to be sub-master keyed by 
floors—all the bank space above 
and below ground being set up to 
one of these sub-master keys, and 
the entire building grand master 
keyed in one set—all of which is 
simple enough we'll agree. 

“As usual also, there were doors 
to stairs and fire towers on every 
floor requiring locks with %4-in. 
throw latch bolts and cylinder con- 
trol of the stop works—a standard 
lock of any manufacturer. From 
now on, however, it begins to get 
complicated. Note the operation. 
The bank requested that the locks 
on the stair doors entering into 
their quarters be operated as fol- 
lows: Knob from bank side at a!l 
times, knob from stair side when 
stop work was released by key; 
except when stop work was re- 
leased by change key, sub-master 
key and grand master key from 
stair side; but when required, the 
grand master key could render in- 
operative the change and sub- 
master keys. 

(Cortinued on page 37) 
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Fig. 1—Detail drawing of the bar. 
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Top—tThe store front, modernistic in every de- 
tail, stands out from the buildings on each side. 


Center—The left side of the store showing the 
housewares department with bulky items featured 
on top of the fixtures. Note the effectiveness of 
the battery of round end tables in the front. 


Bottom—Tool island display in the foreground 
and steel goods near the stairway in the corner. 
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The Main Street Hardware Co. 
its store with thoroughly up 


more space, more merchandise 


of Rockland, Me., decided to modernize its 

store completely. Following carefully de- 
veloped plans, the old fixtures were removed and 
replaced with scientfically designed equipment 
which made it possible to feature more items than 
ever before. Today the firm is showing more mer- 
chandise, is doing a better merchandising job and 
has increased its sales volume. Dennis Spruce, 
owner of the business, has taken advantage of the 
improvements and, as a result, the firm occupies 
a stronger competitive position in the community. 


: y of time ago the Main Street Hardware Co. 


Stocks Consolidated 


A complete plan with construction details and 
display and merchandising suggestions was pre- 
pared with the help of the New England Hardware 
Dealers’ Association, Boston, Mass. New fixtures 
were then constructed by local cabinet makers. As 
each new unit was ready, stock was removed and 
‘the old fixture torn down. The design of the new 
equipment made it possible to consolidate stocks 
along the side walls into much smaller space. New 
merchandise was shown in this additional space 
and the display of other important lines was im- 
proved. 

Side wall equipment was constructed with ad- 
justable shelves and ledge displays. Table top dis- 
play space was doubled by the ledge display fea- 
ture alone. Step-up units 214 in. high were used 
on all ledges in place of the regular two step units 
5 in. high. Displays were greatly improved by the 
use of these units on all ledges. 

Everything that would tend to improve and stim- 
ulate natural circulation of customers was incorpo- 
rated in the floor layout. Two 7-ft. tables placed 
back to back with round end tables made up a 
complete display battery. The round end tables 
added a modern touch to the entire center arrange- 
ment which immediately caught the attention of the 
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customer. Side aisles were 4 ft. wide throughout 
while cross aisles varied from 4 to 5 ft. Step-up 
units improved the display of merchandise on all 
tables. An island tool fixture was located so that 
customers could get around the entire display. 
Wrapping counter, cash register and scales were 
located in the rear. Platform space back of the 
windows and in the rear was available for bulky 
goods displays. 

In locating various departments in the store, the 
plan of having merchandise for women on one side 
and goods for men on the other was followed as 
far as possible. Along the left side gift goods, 
electrical merchandise, and other housewares were 
arranged.” Steel goods were shown in front of the 
stairs at the rear and barn door track and imple- 
ment brackets were used as supports. The paint 
line occupied the front part on the right side fol- 
lowed by hardware, tool, wall nail section and 
glass departments. Bolts were arranged in a fix- 
ture composed of small drawers along the rear 
wall. Back of this is a small office to accommodate 
two persons. 


Modern Store Front 


Installation of a modern front was started as 
soon as the interior changes had been completed. 
This front is constructed of light colored structural 
glass. Across the top is the firm name in large red 
letters which are impregnated in the glass and 
lighted from the inside of the store at night. 
Chrome metal trim was used around the plate glass. 
The window bulkheads were about 3 ft., 6 in. deep 
designed with temporary panel backgrounds ap- 
proximately 5 ft. high. This front, simple in design 
and not too expensive, created a most favorable 
impression. 

Merchandising facilities were greatly improved 
by additional table top display space secured 


(Continued on page 20) 
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Top—General view of the store looking toward 
the front emphasizing the value of round end tables. 
Tool island and step-up units are at the right. 


Center—Right side of the store viewed from the 
front. The paint department and builders’ hard- 
ware section are seen against the right wall. 


Bottom—Closeup showing the use of step-up 
unit with small items on wall nail counter ledge. 
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You Can Determine 
The Circulation and Cost of 


HE circulation of window 
display advertising can be 


evaluated by uniform meth- 
ods; its volume and quality of the 
circulation in any market can be 
defined; its varying degrees of 
circulation can be obtained and 
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the cost of window display adver- 
tising can be determined. 

These were the conclusions ar- 
rived at in a national window dis- 
play research made for the Adver- 
tising Research Foundation of the 
Association of National Adver- 


tisers, Inc., and the American As- 
sociation of Advertising Agencies 
and published in book form under 
the title of “Window Display Cir- 
culation and Market Coverage.” 
This is essentially a report of an 
actual field study made by John 
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Circulation produced by various intensities ‘of window displays in cities of various populations. 
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indow Display Advertising 


Recent research in 19 “laboratory” cities 


proves its volume and quality can also 


he determined by use of uniform methods 


Paver under the direction of Mil- 
ler McClintock and Albert E. 
Haase. The volume contains 77 
pages and an introduction. Fifty 
pages are given over to graphs, 
‘charts, statistical tables and three- 
color maps of various cities. 


The “Laboratory” Cities 


Nineteen cities were used as a 
working laboratory in making 
this survey. These cities and their 
populations are as follows: Provi- 
dence, R. I., 252,800; Water- 
bury, Conn., 99,902; Allentown, 
Pa., 92,653; Morristown, N. J.. 
15,197; Wilmington, Del., 106,- 
597; Augtista, Ga., 60,432; 
Greensboro, N. C., 53,569; Battle 
Creek, Mich., 43,573; Des Moines, 
lowa, 142,559; Peoria, IIl., 104,- 
969; Racine, Wis., 67.542; Terre 
Haute, Ind., 62,810; Zanesville, 
Ohio, 36,440; Casper, Wyo., 16,- 
700; Eugene, Ore., 18,900; Port- 
land, Ore., 301,815; Fresno, Cal., 
52,500; San Bernardino, Cal., 37.- 
400, and Waco, Tex., 52,848. The 
type of advertising considered was 
the “dealer’s aid” window display. 

The survey states that in most 
forms of advertising the adver- 
tiser first delivers market coverage 
impressions which benefit all re- 
tailers and then delivers those im- 
pressions as close as possible to 
specific points of purchase. In 
window display advertising, how- 
ever, point of purchase comes first 
in importance while market cover- 
age is secondary. 

According to the survey, there 
are approximately 56,058 window 
display spaces in hardware stores 





JULY 13, 1939 





throughout the country. The aver- 
age hardware store window is 
6 ft. 8 in. long, 6 ft. 4 in. high 
and 4 ft. 5 in. deep. This is in- 
teresting to note when it is stated 
that the average retail display 
window is 6 ft. 9 in. long, 6 ft. 
3 in. high and 4 ft. 1 in. deep. In 
other words, the hardware store's 
display window is pretty nearly 
average in its dimensions. 

During the course of the survey 
16,578 window display spaces of 
various classifications were ana- 
lvzed in the various “laboratory” 
cities. These window display 
spaces fell into four different 
classifications: (1) Those parallel 
to the near side pedestrian traffic: 
(2) angled to that traffic; (3) 
both parallel and angled; (4) un- 
usual or special display space. 


Four Classifications 


It was discovered that the pat- 
tern of retail outlets fell into four 
distinct classifications. The first 
of these was the central business 
district—the heart of the city con- 
taining department stores, clothing. 
furniture, jewelry stores, etc. The 
majority of the stores in this dis- 
trict do not sell daily necessities 
and this section has heavy traffic 
congestion and few _ residential 
buildings. 

The second type of district is 
the secondary business district, 
smaller but similar in most re- 


spects to the first and usually lo- 
cated at the convergence of traffic 
routes. 

The third type is the neighbor- 
hood business district where the 





population is large enough to sup- 
port convenience stores designed 
to sell daily necessities. 

The fourth is the outlying dis- 
trict. either residential or manu- 
facturing, where selling 
convenience merchandise are in 


stores 


overwhelming majority. 


The “Advertising Day” 


The “advertising day” is the 
name given to the 18-hour period 
beginning at 6 a.m. and ending 
at midnight. divided 
into two parts, the period of from 
6 a.m. to 6 p.m. being that of the 
heavier congestion and that from 
6 p.m. to mignight that of less 
congestion and therefore of less 
advertising value. 

Pedestrian traffic, the most im- 
portant type of traffic for the re- 
tail store, reaches its first peak in 
the. neighborhood districts at 8:30 
a.m. Another maximum traffic 
movement occurs at 12:30 p.m. 
and the peak of the day’s traffic 
is reached at from 4 to 5 p.m. 
Traffic flow in the central and 
secondary business districts is 
similar save that the midday flow 
is considerable greater than in the 
neighborhood districts. With re- 
spect to neighborhood traffic. it 
was also discovered that the male 
trafic is highest in the morning 
and evening periods and _ that 
women contribute to the traffic 
flow largely between the hours of 
1:30 and 3:30 p.m. Men, it was 
found, travel a practically identi- 
cal route throughout the day, 
women’s daily routes are less defi- 
nitely fixed while the routes fol- 


This was 
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lowed by children are practically 
the same day by day. 

Window displays have their larg- 
est circulation values on Saturday, 
the next highest day being Thurs- 
day with Sunday the lowest. Traf- 
fic circulation reaches its highest 
peak for the year in mid-July 
while the next highest periods oc- 
cur in late March and mid-May. 
Traffic circulation reaches its low- 
est ebb in mid-February. Gener- 
ally speaking the period from 
March to October is the heaviest 
extended traffic period of the year. 
All of these observations were 
made in the 19 “laboratory” cities 
which formed the basis of the sur- 
vey. 


Display Districts 


In order to obtain a working 
basis a study was conducted to de- 
termine the smallest unit of dis- 
play spaces into which the vari- 
ous types of retail business 
districts could be divided. Investi- 
gation proved that this was “the 
rule of ten window display 
spaces.” Briefly, this meant any 
section of any district in which 
there were 10 window display 
spaces. Each of these 10-window 
sections was termed a “display 
district.” 

The survey proved that the 
smallest effect of “minimum in- 
tensity distribution” could be ob- 
tained for dealer’s aid advertising 
by the use of one display in each 
display district. It was found that 
this “minimum intensity distribu- 
tion” produced a daily 18-hour 
circulation equal to 25 per cent of 
the population. 

Other degrees of intensity dis- 
tribution were “normal” where 
two displays were used to a dis- 
play district and where the circu- 
lation amounted to 50 per cent of 
the population; “second intensity 
distribution” where the displays 
used were three times the mini- 
mum and where coverage reached 
75 per cent of population, and 
“third intensity distribution” 
where the displays were four 
times the minimum in number 
and where the circulation repre- 
sented 100 per cent of the popu- 
lation. 

The formula for determining 
circulation and cost of a display 
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to the advertiser was arrived at in 
the following manner. 

In the first place, tests deter- 
mined that the average length of 
time for of the average “dealer’s 
aid” was one week. Operating in 
a town of 2000 population it was 
found that two displays were 
necessary to obtain minimum dis- 
tribution. These would produce a 
daily circulation of 375. Multi- 
plying that figure by seven gave 
the weekly circulation of 2625. It 
was then assumed that one dollar 
was the cost of a display for a 
week. Dividing one dollar by the 
weekly circulation of 2625 gave 
the cost factor of $0.38. Assuming 
that the display costs one dollar 
plus the cost of distribution of 
$1.75 and the total cost of instal- 
lation in the dealer‘’s window 
would be $2.75 to the advertiser. 
Multiply this figure by the cost 
factor of $0.38 and the result 
would be $1.04—the cost per 


thousand of circulation. 


Cost Varies 


This cost per thousand of cir- 
culation was found to decrease as 
the population, circulation and 
necessary number of displays in- 
creased. 

Minimum intensity, as has been 
stated, represents 25 per cent of 
the population and normal in- 


tensity, 50 per cent. This being 
the case the normal intensity cir- 
culation and the number of dis- 
plays required would be double 
the minimum figures while the 
normal cost factor would be half 
of the minimum cost factor. Sec- 
ond intensity (75 per cent of the 
population) would result in three 
times the circulation and number 
of displays of minimum intensity 
and the cost factor would be one- 
third. Third intensity (100 per 
cent of the population) would 
represent four times the minimum 
circulation and number of dis- 
plays while the cost factor would 
be one-fourth of the minimum 
cost factor figure. 


Survey Your Field! 


Knowledge of each individual 
market is essential in order to 
arrive at any definite and exact 
figures and a survey of each par- 
ticular section is necessary. In 
short, although the value of 
dealers’ aids can be definitely de- 
termined, it cannot be done in a 
hit-or-miss fashion. Definite basic 
facts must be ascertained and 
actual figures must be arrived at. 
It all sums up to one sentence. 
If the advertiser desires actual 
facts as to circulation and costs 
based on circulation he must sur- 
vey his field of operations. 


Installed New Equipment—Doubled 
Display Space 


through the use of side wall 
ledges. Most of the small staple 
items were transferred to these 
ledges thus making tables in the 
center of the store available for 
seasonal merchandise of all kinds. 
Since most of the items had per- 
manent locations, displays could 
be cleared from center tables by 
simply returning the goods to the 
permanent place. In this way, an- 
other seasonal display could be 
developed on the table or specials 
from the jobber merchandising 
plan could be featured. Mr. 
Spruce says, “It was very hard to 
display all of the feature merchan- 
dise each month from our job- 
bers’ merchandising program in 


(Continued from page 17) 


the old store. This can be done 
easily now and the items can be 
scattered throughout the store. 
This encourages customers to look 
around the store and pass other 
merchandise they may need.” 
The fixtures were painted ivory 
and trimmed with light green 
while the ceiling and sidewalls 
were of light ivory. Semi-direct 
enclosed lighting units with 200- 
watt bulbs complete with individ- 
ual pull cords were used through- 
out. A stairway to the basement 
and second floors was located in 
the left rear corner. The store, 27 
ft. wide and 55 ft. long, is located 
on the main street in the northern 
part of the shopping district. 
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Suggested window using material 


made available by the FHA 


FHA Campaigns Home Owners 
to Fix-Up and Modernize 


NATION-WIDE campaign 
A to promote property mod- 

ernization and repair is 
now under way with the full co- 
operation of the Federal Housing 
Administration. Its theme is “Fix 
Up Your Home! Modernize Out- 
side and Inside!” Its opportunities 
for the hardware dealer are num- 
erous, ranging from cellar to roof, 
from the garden gate to the kit- 
chen door with the dealer assured 
of cash payment. The campaign 
got under way in June and will 
focus attention on home modern- 
ization during the months of July 
and August. 

FHA is preparing literature and 
display material for the trade 
which is available at headquarters 
in Washington or through FHA’s 
64 field offices. The material in- 
cludes a colorful window display 
and an illustrated booklet with a 
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Nation-wide endeavor launched to 


promote P rop c rty mM ode rnixation 


now under way and will continue 


throughout the month of August 


check list for home owners, printed 
in red and black. A mimeographed 
piece will describe how dealers 
can develop and handle business 
under the “Property Improvement 
Credit Plan”, Title I of the Na- 
tional Housing Act. It is a brief 
merchandising manual suggesting 
means by which dealers may in- 
crease their sales through the FHA 
plan of installment payments. This 
dealer guide is for distribution by 
manufacturers and trade associa- 
tions to their sales outlets. 


Both the display material and 
literature are available to all deal- 
ers wishing to be identified with 
the national modernization pro- 
gram, but it will be sent only on 
direct request. To avoid duplica- 
tion, manufacturers and trade as- 
sociations should have the dealers 
themselves send in their own indi- 
vidual orders. 

The window display pieces are 
designed to be used separately and 
may be adapted to the needs and 
display facilities of individual 
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dealers. However, this material 
is essentially a unified window 
display in which all pieces are 
employed to feature the dealer's 
merchandise. 

A colorful streamer bearing the 
legend, “Fix Up Your Home” ex- 
tends across the window, and side 
streamers suggest improvements 
“Your Home Can Have.” There 
are also before and after cards. 
\ descriptive 
folder instructs the dealer how to 
arrange this material attractively. 
The folder reproduces the window 
displays in full color. 


posters and seals. 


Specimen newspaper advertise- 
ments are also prepared by the 
FHA for dealer use. 


mailed in 


These are 
proof form to local 
newspapers which will be supplied 
with mats of the art work on re- 
quest. Other mediums besides store 
display, direct mail, and news- 
paper will be 
campaign. A car card will be 
released for national distribution 
in trains, cars, and buses. 

Special radio programs are be- 
ing arranged locally by all state 
and district offices of the FHA. 
In addition, manufacturers, deal- 
ers, and others will be provided, 
upon request, with scripts and 
commercial announcements by 
which their products may be tied 
in to the national program. 

A technical movie, “Miracles of 
Modernization” is also being re- 
leased to motion picture houses all 
over the country. This film shows 
the actual transformations _ that 
modernization can make in a 
series of colorful “before and af- 


used during the 
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theatre exhibitors 
should be consulted for informa- 
tion about dates of showings. 
Lending institutions themselves 
will play an important part in the 
national modernization program. 
The Federal Housing Administra- 


ters.”  —_ Local 


tion is supplying them with special 
posters reading, “We Make Loans 
to Modernize,” which will be on 
display in their windows and on 
counters. 

There are some 10,000 of these 
lending agencies who now hold 
contracts of insurance with the 
FHA to make property improve- 
ment loans. Any of these institu- 
tions will be able to supply FHA 
literature and printed forms as 
well as information about the FHA 
Lists of the qualified finan- 
locality 


plan. 
cial institutions in any 


Another of 
the suggest- 
ed displays 
featuring a 
modernized 
bathroom. 


may be obtained through FHA 
field offices, or from Washington. 
Briefly the plan is this. The 
applicant for the loan must have 
an adequate income and own the 
property or hold a lease that runs 
at least six months longer than 
the term of the loan. The charge 
for these loans cannot exceed a 
discount of $5.00 per $100 face 
value of a one-year monthly-pay- 
ment note. The feature that ap- 
peals most strongly to the modern- 
ization prospect is the fact that 
the loan is repaid in equal monthly 
installments suited to his income. 
The cost of both labor and equip- 
ment may be covered by the loan. 
This may include repairs, remodel- 
ing, decorating, landscaping, and 
the installation of new plumbing. 
heating or wiring systems. 





Re: Errors in Shipments 


WestrieLp. N. J.—Some time ago 
you published an article or letter 
regarding errers in shipments to 
hardware dealers, and commenting 
on the considerable bookkeeping ex- 
pense that it caused the jobbers. 
(See H. A. Jan. 26, 1939, p. 39.) 

It seemed to me from your letter 
that you felt that practically all 
these errors were caused by the 
dealer and I feel sure from my own 
experience that you missed the 
point entirely. 

If possible, we never mail any 
orders to the jobbers in order to 
avoid errors. Each order is care- 
fully placed with the salesman and 
when sent in is as correct as is 
humanly possible. 

However. we almost never receive 


an order that is correct and it is one 
of the most annoying things that we 
have to put up with in the retail 
business. It seems to me that the 
jobbers are overlooking a very vital 
point of good-will relations with 
their customers. As near as I can 
find out the source of the trouble is 
in the shipping room, and invoice 
department. 

This condition is not confined to 
any one jobber but includes all with 
whom we deal. Some, I will say, are 
better than others. It does not seem 
like a difficult thing to correct and 
it would be a terrific relief to have 
orders come in as ordered. 

Rotanp Rosson 
Westfield Paint and Hard- 


ware Co. 
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HARDWARE 
MENS HOBBIES 


All work and no play makes Jack a dul! boy 


Hunting, fishing and photography are the three chief 
hobbies of John J. Meyer, general manager, Lockwood 
Hardware Mfg. Co., Fitchburg, Mass., but hunting is the 
one from which he gets his biggest ‘kick.’ This picture of 
Mr. Meyer, a bear and a doe was taken in the big woods 
of northern Maine last November. He says, “This good 
specimen of a Maine black bear weighed about 175 
lbs. and his only mistake was going out to breakfast 
about 6 o'clock one frosty morning on a beechnut ridge 
Deer are so plentiful in that neck of the woods that both 
the guides and sportsmen take them as a matter of 
course. The 160 lb. doe hanging up made swell eating 
just the same and it gave me an extra week of hunting 
up in the woods.” Of his other hobbies, he says, “I do 
a little fishing and also clutter up the premises with 
photographs, finishing the fun by doing my own dark 

room work 


Building trailers and using them 
for vacation trips is the hobby of 
R. G. Fuchs, president, Pine Lawn 
Hardware Co., Pine Lawn, Mo. Mr 
Fuchs, shown in his newest trailer 
has been imerested in trailers for 
eight years and was a fan before 
the present vogue of “palaces on 
wheels.” Built at a cost of less than 
$1000 his trailer has air-conditioning, 
refrigeration, metered light and oil 
heat as well as solid walnut interior 
woodwork, mohair upholstery and 
thick insulated walls. Mr. Fuchs 
built the entire trailer himself and 
included a number of novel features 
of his own design. He and Mrs 
Fuchs are planning a tour this sum- 
mer of mid-western scenic spot: 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS. WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Glass brick facade 
has increased sales, 
decreased lighting 
costs and developed 
publicity for the 
B. K. Yamamoto store 


in Honolulu, Hawati 


NEW STORE 


66 EW customers come into 
the store every day and 
this influx of new busi- 


ness has created a’demand for new 
lines we never thought of carry- 


ing before” Harry Y. Yama- 
moto, proprietor of the B. K. 
Yamamoto Hardware Store of 
Honolulu, Hawaii, said recently. 
This condition was brought about 
by a new glass brick front on the 
old building which had served for 
so many years as hardware head- 
quarters in the tourist capital of 
the Pacific. 

The building is constructed of 
ferro-concrete, is three floors high 
and cost approximately $40,000. 
Added novelty and trade attrac- 
tion are enhanced by the fact 
Yamamoto’s is the only glass 
brick building in the main busi- 
ness section of Honolulu. People 
notice it by day and by night. 


especially at night when the il- 
lumination plays effectively upon 
the glass walls. 

The mere introduction of light 
into the store has been a big fac- 
tor in the increase of sales vol- 
ume, according to Mr. Yamamoto, 
who explained that in the old 
days merchandise was piled topsy 
lurvy in darkened rooms. 

“Now, with glass walls we save 
on light bills and we find that cus- 
tomers are pleased to shop in a 
well-lighted store,” says Mr. Ya- 
mamoto. 

“Our best trade in the past has 
been carpenters’ tools, mechanics’ 
tools, builders’ hardware, paints 
and wallpapers. But with the ad- 
vent of more light in the store and 
modern display facilities 
which make it easy for customers 


more 


to make a selection. we find a con- 
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stantly steady demand for electric 
fans, garden tools, complete lines 
of household utensils and the 
heavier items of electric washers, 
electric refrigerators and other 
electrical appliances. 

“We find also that since our 
modernization price has become 
a secondary factor, although it 
still exists insofar as it applies to 
the demand for certain price 
ranges.” 

Yamamoto’s does a tremendous 
Christmas business in toys, bi- 
cycles, kiddie cars, etc. 

A noticeable trend in recent 
years at this Honolulu hardware 
store is the growing consumer de- 
mand for a more durable line of 
merchandise. 

Kumanosuke Yamamoto, father 
of the present proprietor, went to 
Honolulu following the San Fran- 
cisco earthquake and fire. At that 
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VILDS 


lime he was operating a hardware 
store in San Francisco. The store 
and his entire fortune were wiped 
out by the holocaust. He decided 
to try his fortunes in the Pacific, 


Here is Yamamoto’s 
old store front. At 
the extreme left is 
the new, modernistic, 
glass brick front 
which has proved to 
be an aid to sales. 


USINESS 


becoming an employee of Mr. 
Shiraki. Upon Mr. Shiraki’s death 
several years ago he purchased 
the business and changed the firm 
name to its present title. 


A section of the interior showing mechanics’ tools on panels. 





Feature Laundry Equipment and 


ALES increases can be secured 
S through the proper promo- 
tion of wash day equipment 
and the suggested window display 
for bringing this merchandise to 


the attention of customers is shown 
This features some 


of the more common items carried 
by every hardware merchant. It is 
also possible to emphasize major 
items such as washing machines or 
ironers where they are carried in 
stock. 

The unusual background consist- 


on this page. 





Laundry Equipment Display 


Merchandise: Double tubs, clothes hampers, clothes baskets, tubs round 
and square, ironing boards, galvanized pails, wash boilers, clothes driers, 
clothespins, all kinds of clothesline, both smooth wire and braided, 
cotton clothesline, irons, clothesline pulleys. 

Background: Center panel of white corrugated board. Dark blue cut out 
letters for copy suggested in window. White picket fence to cover lower 
part of window background. May be made out of crepe paper. 


Suggested Mass Displays: For tables—clothesline, and clothespins. For 
platforms—clothes hampers and clothes baskets. 


AVG Ae D 


ing of the clothes line and clothes 
with picket fence below can easily 
be constructed. Towels and other 
articles of clothing on the line add 
atmosphere to the display and serve 
to get the attention of prospective 
customers. 

Mass displays of clothes pins and 
clothesline can be shown in the 
window. These items should also 
be featured on the tables inside the 
store. Platforms should show 
clothes hampers of popular size and 
price. Ironing boards could also 
be featured inside the store. 

Ensemble displays in the store 
of this merchandise for the model 
laundry will serve to stimulate ad- 
ditional sales of all merchandise. 
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This can be worked out on platform 
space along the side wall or at the 
front of the store to the best ad- 
vantage. 

It is well to begin fall paint pro- 
motions early. Get your prospec- 
live customers to think of your 
store as a source of supply for 
house paint now. The display on 
this page, which combines painting 
needs and house cleaning supplies. 
should be the first step in develop- 
ing this idea. 

House paint should be featured 
on prominent platforms in mass 
displays along with this window. 
Ask customers for an opportunity 
to bid on this work and quote the 
cost of painting for doing a small 


”d | Painting and Cleaning Goods! 


the mass display items suggested 
on this page. HARDWARE AGE in- 
terchangeable display fixtures are 
used in each of these windows and 
small wooden shelves are used with 
these fixtures to increase the dis- 


house job on show cards in the dis- 
play. This will serve to get pros- 
pects interested and thinking about 
fall painting. 

A house cleaning table display 
can easily be developed with the 


ends of the table featuring some of play space. 





Fall Painting and Cleaning Display 


Merchandise: House paint, inside paint, wallpaper cleaner, all kinds of 
paint, floor wax, furniture polish, oil mops, water mops, mop pails, win- 
dow cleaners, sponges, squeeges, chamois, scrub and wire brushes, paint 
remover, paint brushes, scrapers, steel wool, sand paper, brooms of 
various kinds. 


Background: Panels light yellow corrugated board. Dividing strips dark 
yellow. Cut out letters dark blue. Brooms and mops supported by panels. 


Suggested Mass Displays: For tables—oil mops, wall paper cleaner, floor 
wax, and sponges. For platforms—gallon cans of house paint. 
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His Best Ad 


When asked to select the best 
advertisement he ever used in pro- 
moting his garden seed and tool 
department an Indiana hardware 
merchant pointed without hesita- 





tion to the following piece of 
copy in his files: “Beauty is good 
business. For most normal peo- 
ple there is satisfaction enough in 
making the home beautiful, but 
we need not forget that when the 
home grounds have been planted 
we have added much value to the 
property that can be measured in 
dollars and cents. A well land- 
scaped home with a nice lawn is 
worth hundreds of dollars more 
and is far more salable than one 
which stands bleak and bare. Re- 
sale firms recognize this. Home 
owners find it out whenever they 
come to sell. For more than 40 
years it has been our business to 
furnish seeds, fertilizers and tools 
that will help you realize your 
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Others have used them to advantage 


Why not try them in your own store? 


heart’s desire for beautiful home 
surroundings. Now is the time 


to plant your lawn.” 
« * * 


Oldest Hammer 


To stimulate interest in ham- 
mers which were offered as a spe- 
cial for one week, a North Dakota 
merchant advertised in his local 
paper requesting that customers 
bring in their old “nail drivers” 
to determine who had the oldest 
one still in use. The winner was 
an old settler who had used a 
rusty but still serviceable hammer 
to build his first farm home. It 
was more than 50 years old and 
was put on display in the window 
along with the shiny new pieces 
offered during the special sale. 


PuRTY < 


6000 
Fer A FELLER ATS \ 
Beer KNOCKIN AROUNO 
For So Years 


HOW DEE, O10 HAMMER 





The idea created much interest in 
the trade, rated a story in the 
newspaper, and really moved a 
lot of stock at a profit for the 
dealer. 


Specific Advertising 


Nettled because of mail order 
house competition, one merchant 
ran a newspaper ad which carried 
this kind of copy. “Did you see 
your wife before you married her, 
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or did you order her by mail? 
Chances are you saw her first, be- 
fore making a choice. That’s good 
judgment. Why not come to our 
store to inspect merchandise be- 
fore ordering from a mail order 
house? We'll meet ’em on prices 
on quality merchandise, and 
what’s more, we'll deliver the 
goods right to your doorstep.” The 
ad brought results, and the mer- 
chant was able to show that his 
goods as a rule was better quality 
stuff than what was offered by 
mail order houses, money order 
and freight charges included. If 
a customer still wanted a cheap 
line, the merchant got it for him. 
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Personalizing 


Feeling that their patrons were 
more interested in dealing with 
salesmen as individuals, store of- 
ficials in one institution had call- 
ing cards printed which carried 





the photo of each salesman. To tie 
in with this, inside the store near 
the entrance, there were posted the 
photos of all the firm’s salesmen. 
In that manner, when a person 
entered the store and desired to 
have a certain sales person wait 
on him or her, whose name had 
slipped his memory, all that was 
necessary was for him to select the 
salesman’s picture, properly iden- 
tified, and he was able to deter- 
mine the man he wanted. In keep- 
ing with this idea, the store also 
furnished its salespeople with 
stationery bearing their names. 


* me % 


Town Booster Signs 


Several haydware dealers in a 
small Wisconsin town are mem- 
bers of a Civic Club which got out 
the following sign to be placed in 
the store of every merchant: 

“Waterford, a town of service. 
Your home town—our community. 
Our home town—your com- 
munity. 

“The most important business 
in our town is the farm outside 
our town. 


WE'RE IN THE SAME BOAT. 














“A good live town is worth dol- 
lars per acre on the farm. 

“When we in town and you 
around about our town work to- 
gether, associate together trade to- 
gether, then we make town and 
JULY 
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country a better place in which to 
live. 
“Boost your town and our town. 
“Help build our community.” 
This campaign helped to ce- 
ment town-countiy relationships. 


* e * 


Midget Newspapers 


The weekly advertisement of 
one merchant takes the form of 
the front page of the newspaper 
in which it is run. Three columns 
wide, “The Tiny Trib” occupies 
two columns by 5 inches in the 
regulation sized newspaper and 
features local chatter interspersed 
with selling copy. In such an ad- 
vertisement it is a good idea to 
run three to four lines of local 





news copy, getting in the name of 
a prospect or customer, then run 
three to four lines advertising 
your products. A few well-chosen 
jokes also make readers turn to 
such an advertisement regularly. 


* * * 


Stationery That Sells 


Instead of having an ordinary 
setup for his business stationery. 
one merchant had it made up in 
the form of a four-page folder. 
The front page, except for the 
name, is blank, to be used for cor- 
respondence. The other three 
pages contain pictures of the mer- 
chant’s establishment, himself and 
his clerks, and copy goes on to 
give a history of the firm, the 
products it handles, the services 
it offers, and the like. Each time 
this merchant sends somebody a 
letter bearing a three-cent stamp. 
this letterhead advertising message 
goes with it. The merchant claims 
this method of advertising has 
helped him to increase his busi- 
ness, and to keep reminding reg- 
ular customers what a swell setup 


he has. 





Handbills 


One enterprising merchant lo- 
cated in the neighborhood shop- 
ping district of a city of more than 
600,000 population publishes a 
22 by 16 inch flier with his own 
advertisement in the center. Ap- 
proximate printing cost of 5000 
of these to the merchant is $60, 
and he sells six smaller advertise- 
ments to other merchants in the 
community for $6 each, thereby 
reducing the cost of his own ad- 
vertising to $24. As a result of the 
arrangement, not only does he get 
preferred space, but he also 
handles the distribution of the 
handbill and thus is able to have 
them placed where he believes 
they will pull the best. 


* * * 


Way Back When 


All newspapers have files carry- 
ing copies of their editions back 
to the time of the founding of the 
publication. Certain merchants 
have found that brief paragraphs 
high-lighting events which trans- 
pired in the city five, 10, 15, 20 or 
25 years ago, make effective copy 
to augment straight display copy. 
In smaller communities — these 
items are merely personals culled 
from old files, while in a larger 
city the bits refer to more momen- 
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tous events which transpired in 
the past. The interest in such old 
news is considerable. 


* * * 


Follow the Ads 


In order to get people to con- 
tinue to read his weekly advertise- 
ments over a period of several 
months, a merchant offered a first 
prize of $10, a second price of $5, 
and a third prize of $3, as well as 
two $1 prizes to those who picked 
a key word out of his advertise- 
ments each week, and built them 
into a suitable slogan or sales 
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sentence typical of the store and 
its service. This contest drew many 
entrants, and it also made many 
people familiar with the store and 
its policies and brands carried. 


* + + 


Publishing 


A group of merchants in a small 
lowa town found themselves with- 
out a weekly newspaper, so they 
organized a non-profit, coopera- 





tive publishing enterprise of their 
own. The merchants take turns 
gathering news, editing copy, sell- 
ing advertising, and thus are able 
to publish a newspaper every two 
weeks which helps them advertise 
to a large rural area. Inasmuch as 
the publishing company is a non- 
profit organization, advertising 
rates are low, which means that 
practically every business man can 
take good-sized space. The enter- 
prise is a lot of fun, works out 
profitably to each individual mer- 
chant, and is a sort of hobby with 
many of them. 


* * * 


Free Baby Scales 


Most modern mothers have been 
taught to weigh their babies daily. 
but a few neglect to buy a scale of 
their own. One Wisconsin mer- 
chant bought ten baby scales and 
loans them free of charge to moth- 
ers in his town, provided that they 
register at his store well in ad- 
vance of the date the scales are 
needed. This service has built 
much good will for the merchant. 


IF'N | DONT GET WEIGHED ; i" 


ATTHE HARDWARE YOu [°\ / 
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and he always has a large waiting 
list for the scales. Needless to say. 
the grateful mothers come to his 
store to make purchases. A Ne- 
braska merchant has a variation 
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of this idea: he has a large free 
scale at the rear of his store, and 
has advertised it so much that 
many people (adults) come into 
his store daily to weigh themselves. 
And when they walk out they must 
pass many attractively arranged 
merchandise displays. This re- 
tailer says the free scale has in- 
creased his store traffic by 100 
people every day. 


* * * 


Go to the Mountain! 
Desiring to build appliance 
sales in small crossroads settle- 
ments near his city, a Wisconsin 
appliance dealer, outfitted an ap- 
pliance repair truck and took it 
into the country districts. He dis- 
tributed handbills at each hamlet 
several days in advance of the 
truck’s appearance, announcing 
that on a specified day, radios and 
other appliances would be re- 
paired. He built a fine business in 
this way, with an outside salesman 
thoroughly canvassing the town 
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the day before the truck’s appear- 
ance to drum up service business. 
Many sales of new appliances also 


resulted. 
* a ~ 


Calling Cards 


In order to make his entire or- 
ganization sales-minded, one mer- 
chant furnished all his employees, 
from the office boy to executive, 
with calling cards which carried 
the firm’s name, address and tele- 
phone number. This stunt, an in- 
novation, for many of the em- 
ployees who had never had cards 
of their own, helped step up busi- 
ness for the company to a marked 
degree, as the workers were 
anxious to pass out the cards at 
every opportunity. Another mer- 
chant gave all his employees 
printed cards to pass to other mer- 
chants when making purchases. 
Copy read, “This purchase was 
made by an employee of the Jones 
store. Come over and buy from 
us when you can.” 


Candy Kisses 


The way to a customer’s heart 
is through his children, reasons 
a Michigan dealer. Accordingly. 
he ordered himself a large supply 
of candy kisses with his firm 
name printed on the wrappers. 
Every child accompanied by its 
parents was given five of them. 
The news traveled fast and sphinx- 
like indeed were the parents who 


could resist the persistent de- 





mands of the kiddies that they 
visit the store. And when they 
did they usually discovered some- 
thing that they had needed for a 
long time and never got around 


to buying. 


* 


Gift Service 


One Eastern retailer who knows 
that many people who buy gifts 
like to mail them right from the 
store, put in a small table for gift 
wrapping, and also placed free 
cards for customers. He also put 
in a small drawer of stamps and 
change at this table, so customers 
would have every service possible. 
This stunt brought him many new 


accounts. 
- od 7 


Appreciation 
A New York retailer has a sign 


posted above the entrance to his 
store which reads, “Through This 
Door Come the Nicest People in 
the World—Our Customers.” As 
people leave the store they see a 
sign at the inside of the door, with 
this copy, “May We Again Thank 





THROUGH THIS DOOR COME THE NICEST PE 
mane eens 





You and Say That We Appreciate 
You and Your Business.” These 
signs build much good will and 
cause customers to recommend the 
store to their friends. 
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Oil-burning equipment has modernized this kitchen beyond the hi-lines. 


( Courteay Perfection Stove Co. ) 


The Farmer’s in the Market for 


Oil-Burning Equipment 


T the end of 1938 only 1,410,- 
A 000 farms had electricity. 
More than 5,000,000 farms 
still remain without hi-line power 
—a large market for your oil- 
burning household equipment. 
How are you going to cut yourself 
a slice of this ripe million-dollar 
sales crop? 

Your oil-burning ranges and 
stoves, your refrigerators, water 
heaters, space heaters and devices 
powered by gasoline engines, all 
have sales points that appeal to 
the average farmer and his wife. 
All will provide opportunities to 
sell additional merchandise— 
kitchen sinks, bathroom fixtures, 
farm machinery, etc. How are you 
going to make these sales? 

First, emulate merchandisers of 
similar equipment using other 
fuels. Use specialty selling meth- 
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Says 
A. H. DREHER 
and the best way to 
sell it is to use 
specialty selling 
methods and compel 
attention by means 
of demonstrations 
which leave nothing 
to the imagination 


2 oe 


ods. Your salesman should not 
go to a prospective customer to 
see if she “wants anything today.” 
He should go there with the spe- 
cific purpose of selling one of the 
major items. Which one, will de- 
pend, of course, upon the season. 

Early in spring is an excellent 
time to sell oil ranges and oil- 
burning refrigerators. The sales- 
man’s attitude, however, should 
not be, “I want to sell you a re- 
frigerator,” and “I want to sell 
you a range,” but rather concen- 
tration on selling the one appli- 
ance. If he is after a range sale, 
point out that the range he is 
offering will save time, energy and 
make the housewife’s work more 
pleasant. The refrigerator, water 
heater, washer, or other appli- 
ances should be forgotten tem- 
porarily and only brought up at 
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(Courtesy Perfection Store Co. ) 


Boiling water in a glass container 2 feet above the 
flame is an attention-getting type of demonstration. 


a later visit or after the first sale 
has been closed. This is especial- 
ly important if the call is pre- 
ceded with mailing campaigns de- 
signed to place prospects in a re- 
ceptive mood in advance of the 
salesman’s call. 

In selling oil stoves, specifical- 
ly, the best way to get attention is 
with demonstrations. With some 


Picket a Day Keeps Dollars 


HE recent picketing of several 

New York stores by a CIO 
affiliate has more than surface in- 
terest for the retail field. For, none 
of the stores had a quarrel with the 
union. It merely happened they had 
availed themselves the services of an 
advertising agency whose employees. 
members of the American Advertis- 
ing Guild, went on strike. And 
Lane-Rryant, New York, is being 
picketed because Lane-Bryant, Chi- 
cago, advertises in Hearst papers on 
strike. 

Consider the implications. Firm 
A, manufacturing anything from 
shoes to hair brushes, becomes in- 
velved in a labor dispute which re- 
sults in a stoppage of plant opera- 
tions, and picketing. Firm B is a 
department store a thousand miles 
away, selling products manufactured 
by Firm A. 
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of the modern oil stoves it is pos- 
sible to arrange some very spec- 
tacular and convincing demon- 
strations. For example, in the case 
of long chimney burners, the 
flame is about 10 inches below the 
cooking top. When a_ prospect 
expresses doubt that this type of 
burner is as effective as one that 
allows the flame to touch the uten- 


Firm B, quite unaware of having 
done anything detrimental to labor, 
comes down to business one morn- 
ing and finds itself picketed, “Un- 
fair to Organized Labor.” Inquiry 
discloses the root of the trouble, 
but not the remedy. Shall Firm B 
simply go about its business and 
hope for an early settlement of Firm 
A’s difficulties? Shall it stop selling 
Firm A’s products until the strike 
is settled, so inform the union and 
have the pickets removed? Shall it 
go to court for an injunction re- 
straining the union from picketing? 

Suppose it does any one of these 
things—and a day later discovers 
pickets once more parading past its 
windows because Firm C, a motor 
truck manufacturer whose equip- 
ment Firm B uses in its delivery 
service, has had a strike called in 
Detroit? And toward the end of the 


sil, a common lead pencil can 
convince her that she is wrong. 
The salesman, using it as a point- 
er, can illustrate the intense heat 
of the burner by demonstrating 
how the wood of the pencil catches 
fire if held for a moment at the 
grate over the burner. 

Another attention-getting dem- 
onstration is to suspend a tea- 
kettle about a foot above the 
burner to show how at that dis- 
tance—almost two feet from the 
flame—the water in the kettle can 
be kept boiling. This is especially 
impressive if made part of a win- 
dow demonstration. 

Dealers who appreciate the op- 
portunities in the merchandising 
of oil-burning devices should not 
overlook the important fact that 
it can be made a year-round busi- 
ness. Oil cook stoves undoubtedly 
sell best in the spring and sum- 
mer. So, too, do oil-burning re- 
frigerators. Oil burning water 
heaters, however, have a strong 
year-around appeal, and, to level 
out the sales curves still further, 
there are oil-burning space heaters 
which in the last few years have 
attained wide popularity. 

This is an age of specialization 
and the hardware merchant who 
specializes in oil-burning equip- 
ment should fare better than one 
who “carries” a great variety of 
lines and specializes in none. 


Away 


week still more pickets arrive on 
the job because a manufacturer of 
cotton thread, whose product holds 
together the seams of some of the 
house dresses sold in Firm B’s base- 
ment, is being held up for shorter 
hours and a closed CIO shop? 

The department store is peculiar- 
ly vulnerable to this type of picket- 
ing, because its stocks necessarily 
include items from thousands of 
manufacturers, any one of whom 
may, at any time, be involved in a 
strike. Hence, it is quite possible 
that a store could, without ever itself 
experiencing labor discord, be 
picketed every business day of the 
year. 

Here is a phase of labor relations 
with which retailing, through its as- 
sociations’ legislative committees, 
might very well concern itself inti- 
mately. 

-~-Department Store Economist 
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$230,000,000 for Toys 


The only thing that can hold the 


By WELDON MELICK* 


VERY year now the American 

toy industry takes in from the 
parents of the land the huge sum 
of $230,000,000—a large part of it 
during the month before Christmas. 
There are as many as 500 estab- 
lished toy manufacturers—with 50 
or so newcomers popping up each 
year—and their struggles to get a 
share of that $230,000,000 make the 
toy business the most cockeyed, un- 
predictable, and deceptively angelic- 
looking of American industries. 

It isn’t easy to make a success of 
a toy, for all that children are un- 
critical. Adult misconceptions and 
prejudices hamper the trade at 
every turn, exploding the delusion 
that toys are made for children. The 
success of a toy does not depend on 
its effect on the child’s development, 
but on its effect on the parent’s 
pocketbook and on his or her eye 
for “cuteness.” The successful toy 
is the one carefully designed to ap- 
peal to the ripened sense of parents 
~and the toy that fails is often the 
one that best meets the need of 
growing children. 

There has come into existence in 
the past 10 years a whole new cate- 
gory of toys for the pre-school child, 
based on psychological research and 
nursery-school experiments. Scien- 
tifically tested for power to sustain 
interest and for age-appeal, versa- 
tility, durability, etc., they do an 
efficient job of stimulating mental 
and physical activity at the age 
when children can benefit most from 
the right kind of playthings. But 
the greater problem is not to pro- 
duce toys to educate children—it is 
to educate parents to buy that kind. 
. . . Not having experienced such 
toys in their own childhood, parents 
are totally unfamiliar with their 
greater advantages. 

If parents don’t consciously or un- 
consciously pick toys they want to 
play with themselves, they un- 
consciously select those that recall 
happy memories of their own child- 
hood. The demand controls the sup- 


*(Reprinted from the December, 
1938, issue of Harper’s Magazine by 
special ._ permission.) 
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toy industry back is parents who 


don’t know what a toy should do 


ply, and therefore 95 per cent of the 
toys on the market are reincarna- 
tions of the playthings that were 
popular a generation ago—modern- 
ized to look new and up-to-date. Not 
only must a toy please the parents 
to succeed, but even after it is in 
the money it isn’t sure of staying 
there. For the toy-buying public is 
fickle to the last degree. It quickly 
tires of new toys, demanding still 
newer ones, as well as a constant 
change in the appearance of those 
that are able to survive more than 
one season. This means much fac- 
tory expense for new dies, molds and 
boxes—and also it means losses on 
outmoded stock or raw materials. 
But change there must be. 


Another paradox of this hectic. 
fascinating business is that the 
manufacturers who are able to beat 
the price-cutters at their own game 
and remain profitably in the field. 
are almost invariably not toy spe- 
cialists at all, but makers of any- 
thing else from brush handles to 
tombstones—companies to whom toys 
are just cake and not a whole meal. 
...A producer of aluminum ware 
uses up the ends of the sheets, and 
the small pieces that would other- 
wise be scrap, for stunted kitchen 
utensils which constitute 40 per cent 
of his total business. The plastics 
division of the Bryant Electric Co. 
makes the only beetleware toy tea- 

(Continued on page 51) 








DISPLAY AIDS VACUUM CLEANER SALES 


A vacuum cleaner display, located near the entrance of the Rutten- 
berg Hardware Store in Camden, N. J., has increased vacuum cleaner 


sales by nearly 40 per cent. 


eight large cleaners and three hand cleaners. 


The red and cream colored display shows 


A slot behind the price 


card on each of the pedestals contains a lamp which illuminates each of 
the large cleaners. The drawers in the base of the display hold auxiliary 


equipment for the cleaners as well as spare repair parts. 


Several jars 


of different kinds of dirt, and a strip of carpet on the platfom, permit 
the salesmen to make realistic demonstrations. 
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T. L. FUNDERBURKE, 
general manager of the Peeler 
Hardware Co., Macon, Ga., is 
73 years of age and has been 
in the hardware business for 
51 years. Born on January 6, 
1866. Mr. Funderburke first 
became identified with hard- 
ware in the early autumn of 
1888 when he entered the em- 
ploy of Johnson and Lane of 
Macon. The following year the 
stock of the company was pur- 
chased by the Southern Hard- 
ware Company and the busi- 
ness continued under the latter 
name. Several years later the 
firm name was changed to the 
Merritt Hardware Company 
and continued in that manner until 1925 when the busi- 
ness was sold to A. M. Peeler and assumed its present 
name. Mr. Funderburke was made general manager of 
the company in 1925 when it assumed its present name 
and has held that position since that time. 


T. L. FUNDERBURKE 
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Hardware Age 
Fifty Year 
Club 


A. R. CHANDLER, pres- 
ident of the Chandler Hard- 
ware Co. of Sylvania. Ohio, 
identified with the 
over 


has been 
hardware business for 
half a century and still enjoys 
it at the age of 70. Born Dec. 
26, 1869, he entered the busi- 
ness on Sept. 1, 1888, as clerk 
and manager in the employ 
of Thomas Gibbs of Sylvania. 
On Jan. 1, 1891, he purchased 
the business and operated it 
alone until Jan. 1, 1920, when 
he incorporated. From that 
time he has been president of 
the corporation. L. C. Hub- 
‘bard is vice-president: R. A. 
Chandler, his son, secretary-treasurer; B. W. Hittler. ser- 
vice manager, and N. J. Lochbihler credit manager. Mr. 
Chandler, in addition to having spent a lifetime in the 
hardware business, has also been exceptionally active with 
various organizations. He is president of the Farmers 
and Merchants Bank of Sylvania; served four terms for 
a total of eight years on the council of the Village of 
Sylvania; served two terms as treasurer of Sylvania Town- 
ship and a like period as treasurer of the Village of Syl- 
vania; has been president of the board of trustees of the 
Sylvania Community Church (Congregational) for 45 
years and has been treasurer of the Sunday school for 35 
years and has a perfect record for attendance at both 
church and Sunday school for 43 years. In addition to 
the foregoing, he has been a director of the Ohio Imple- 
ment Dealers’ Association and has also been a vice-presi- 
dent of the Tri-State Implement and Vehicle Dealers’ As- 
sociation. It seems difficult to believe that he has been 
able to find time to enjoy a hobby. but he states that he 
has four of them—golf, fishing, bowling and _ raising 
flowers. 


A. R. CHANDLER 


HARDWARE AGE 





Belknap Wins Customers by 
Dramatizing Its Personality 


Although there is no mention of low prices 
or bargains in these eight four-page letters, 
they brought business to this Louisville firm 


An, inside spread of one of the letters, each of which is signed by an officer or executive. 


need for getting closer to 
dealers and building perma- 
nent relationships with them, is the 
recent friendly letter campaign of 


the Belknap Hardware and Mfg. 


i keeping with the present 


Co., Louisville, Ky. New custom- 
ers and actual sales were the re- 
sults. The campaign began with a 
request to the company’s salesmen 
for names of prospective new cus- 
tomers. A series of eight, four- 
page letters, was written for pros- 
pects furnished by the salesmen. 
One was mailed each week and 
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timed to arrive each Monday 
morning for eight weeks. Almost 
every company executive partici- 
pated, each letter bearing the sig- 
nature of one of them. 
Throughout the entire 
there was no pressure selling; no 
exaggerated claims; no price baits 


series 


° ° ° 


Editors’ Note: This article is 
based on a story that appeared 
in American Business. It is 
presented here with the per- 
mission of that publication. 


nor special offers of any sort. The 
spirit was rather one of friendli- 
ness and helpfulness. The letters 
sought to impress upon their read- 
ers that a business relationship 
with Belknap is comparable to a 
friendly transaction between two 
friends. They presented the com- 
pany’s service through the person- 
ality of its men. 

The first letter of the series was 
mailed over the signature of H. H. 
Burnett, sales director. It opens 
the customer’s door to the com- 
pany for it says, “If I could walk 
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into your store today and tell you 
that the officers, directors, and 
sales leaders of our company were 
outside your door, desiring the op- 
portunity of becoming acquainted 
with you, I feel sure you would 
say: ‘Tell them to come in and 
we'll shake hands all around’.” 

Then the reader is invited to 
turn the page and see the pictures 
of 25 executives, each identified 
only by name and the date of his 
start with Belknap. The complete 
absence of titles is a complete ab- 
sence of formality. 


The second letter, from C. R. 


Bottorff, president, was as friendly 
worded and entirely conversational 
in tone. Mr. Bottorff acknowl- 
edged the character of the two 
presidents who preceded him. He 
told the dealers: “The develop- 
ment of our business to its present 
size and position of leadership has 
not been a sudden thing or work 
of magic. Sound policies, able 
management, fair and honorable 
dealings, conservative yet progres- 
sive planning, a desire to have our 
customers grow and prosper with 
us, good business ethics—all have 
contributed to the point where our 
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OF REVOLVERS, RIFLES, a 
DEATH DEALING DEVICES WAS MATERIALLY 
AIDED BY CLERGYMEN! ROGER BACON, 
‘ ae DISCOVERED GUN 

7 CENTURY)... .THE REY. JOHN FORSYTHE, A 
CLERGYMAN, INVENTED THE PERCUSSION CAP— (7307) 








SALES HINT- 


LACKING THES20 BOND ON A SPEEDING 
CHARGE RECENTLY, A SALESMAN IN 
EAU CLAIRE, WIS, SOLD THE DESK SERGEANT 
AN O/L BURNER — AND PAID THE BOND 
WITH #20 DOWN PAYMENT COLLECTED 
FROM THE coP! 








THE FIRST BLECTRIC LIGHT 

USED IN A HOME WASA 

WET CELL GENERATED LIGHT 

IN THE HOME OF PROF MOSES 
GERRISH FARMER ‘OF SALEM, MASS... 











4 


ASA 
ORIGIN: THE OLD TIME DOORKNOCKER 
STRUCK AGAINST AN IRON PLATE ON THE DOOR, 
CALLED A “DOOR NAIL” AS THE DOOR NA/L 
WAS KNOCKED SO MANY TIMES, 
‘T WAS SAID To BE 
UTTERLY WITHOUT LIFE. 








customers epitomize these many 
things by saying: “Belknap—our 
most dependable source of sup- 
ply’.” 

He also called attention to the 
picture of the original Belknap 
store and the present 37-acre plant. 
He then paved the way for the 
next letter of the series by writing, 
“The major branches of our busi- 
ness are its buying, financial, per- 
sonnel, operating and selling de- 
partments. I want you to know 
about them. As a beginning, | 
want Charles B. Price, who has 
charge of the buying of all our 
lines, to tell you briefly of our buy- 
ing department; so have asked him 
to write you a letter which will 
reach you very soon.” 

Mr. Price, in the third letter, did 
just that. In simple, direct lan- 
guage, he explained his job, his 
department’s activity and the com- 
pany’s buying ideal, “Make a good 
connection rather than a deal. 
Deals disappear—connections con- 
tinue.” The letter also reproduced 
a group photograph of the entire 
buying department personnel. He 
also introduced D. E. Cross, vice- 
president and treasurer. who wrote 
letter number four. 

He discussed the company’s con- 
servative management, reminding 
the reader that Belknap has no 
bonds, mortgages, indebtedness. 
other than bills not due. He ex- 
plained that this meant no financ- 
ing, no holding companies, and no 
non-essential overhead costs. 


Dovetailed Letters 


Each letter in the entire series 
is carefully dovetailed with the let- 
ter to follow. For example, after 
explaining more of the company’s 
financial policies, Mr. Cross closes 
his letter by writing, “All the 
money and the very finest plant 
would not mean efficient and suc- 
cessful operation unless it was in 
the hands of capable, experienced 
people. W. C. Gibson has charge 
of the personnel of our organiza- 
tion. You will soon get a letter 
from Mr. Gibson about our large 
‘Business Family’.” 

With Mr. Gibson's letter there 
was a center-spread reproduction 
of 527 Belknap employees, each of 
whom has been with the company 
from 10 to 59 years. In closing his 


(Continued on page 54) 
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TAKING THE MYSTERY DUT OF 
BUILDERS’ HARDWARE 


(Continued from page 14) 


“This shut out feature, though 
primarily a keying problem, was 
in reality one of lock construction 
and it took us many hours of cen- 
centrated scheming to work it out. 
{t was successfully solved at last 
by constructing a lock (Fig. 2) 


Fig. 2—Lock used with 
extra cylinder plug. 


of standard proportions meeting 
underwriters’ qualifications with 
the usual inside and outside cylin- 
der, but with a third cylinder plug 
in the face of the lock. This key 
way and the cylinder on the bank 
space side were operated by the 
grand master key only, which 
placed the control of these locks 
in the hands of one who at will 
could lock out from the bank 
every individual except himself. 


Problem No. 3 


“In the days not so long ago 
when a solid ivory knob and rose 
would bring $45.00 into the cash 
drawer and locks costing $300.00 
wouldn’t make the buyer blink, 
we did a big residential job in- 
volving thousands of ‘dollars for 


repairing and completing innu- - 


merable pieces of antique hinges, 
locks, handles and escutcheons; 
accumulated by the owner through 
many years of patient collecting: 
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and all examples of early Ameri- 
can hardware which museums 
would gladly accept and _ highly 
prize. No ordinary repair work 
this, for each restored or new part 
had to be made by the same primi- 
tive methods in use at the period 
of the article, which took research, 
time and labor on our part. Among 
this collection of antiques was a 
large, brass, hand-made English 
rim lock, without a cover plate. 
When the rusty interior parts had 
all been cleaned and looked again 
like new, it was revealed that the 
maker had been a craftsman of un- 
usual talent with a flair for the 
esthetic, for the faces of the in- 
terior parts were beautifully and 
elaborately engraved in an inter- 
esting design. 

“Allocated by the owner for use 
on one of the doors to the elevator, 
this lock would be in frequent use, 
but it seemed impossible to place 
it on the door so that the works 
could be seen. A week of planning 
finally produced a detailed draw- 
ing, which the owner enthusiasti- 
cally approved, and fully pre- 
served the lock intact, yet enabled 
anyone to see both the case and 
inside works when using the door 
in the ordinary manner. A mold- 
ed brass frame and box somewhat 
similar to a letter hold plate with 
chute attached, and with an angle 
return at the front end to go 
around the door stop, was attached 
integrally to the rim lock by the 


machine screws of the lock pass- 
ing through the case in the usual 
manner but engaging in a T flange 
running around the bottom of the 
box. The outer face of the box 
was 3/16-in. plate glass, and in 
the top of it was an enclosed 
pocket containing two light sockets 
and lamps, completely wired, the 
wiring traveling through the door 
and across the jamb to a switch 
button. When the light was 
switched on, all the inside parts 
of the lock were effectually lighted 
up enabling all parts of the en- 
graved works to be plainly seen. 
From the hall side the rim lock 
looked as normal as any other an- 
tique piece of hardware in the 
house. 

“T forgot to mention that the 
drop handle on the lock case was 
connected by a spindle in the usual 
way with a knob attached to a 
brass flange on the elevator side, 
which flange was encircled by the 
glass face. No key operation was 
attempted from the elevator side. 
Because of the construction of the 
glass enclosed box it was neces- 
sary to connect the lock to it first 
and then like a unit lock slide the 
whole device into the hole cut 
away in the cross rail of the door. 
It fitted and worked perfectly 
when installed and has never 
caused any trouble as far as we 
know.” 


Problem No. 4 


A battery of all glass doors! 
What about hardware? Charles 
W. Van Tuyl, vice-president and 
sales manager of Glynn-Johnson 
Co., Chicago, sent in this most in- 
teresting problem and how it was 
solved. Fig. No. 3 illustrates this 

(Continued on page 40) 





Fig. 3—Battery 
of glass 
doors. 
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BEFORE 3 O’CLOCK 


HOW READING MEETS THE THREE O'CLOCK 
CLOSING PROBLEM 


During the banking day, 
heavy traffic through bank 
entrances makes double- 
action, double doors highly 
desirable. However, up until 
a few years ago, such doors 
could not be used. Protection 
after the customary three 
o'clock closing demanded that 
one door should then have 
single action while the other 


was made stationary. No de- 
vice to accomplish this was 
then available. To meet the 
need, Reading developed an 
inexpensive bronze keeper 
which converts the double- 
acting active door to a single- 
acting door. By adding an 
electrical device not even a 
custodian is necessary to ad- 
mit late afternoon depositors. 


EVEN DEALERS CAN’T 
BUY THESE 
KEY BLANKS 


For additional bank protec- 
tion, Reading provides many 
different private keyways 
simi ar to these two. To ob- 
tain blanks for additional or 
replacement keys, only an or- 
der sent direct to Reading and 
personally signed by the 
bank’s president will be ac- 
cepted. Made up, the keys 
are then sent by registered 
mail to the bank’s president 
and delivered only to him. 


MATCHING NEW HARDWARE TO OLD 


is a frequent hardware problem—especially in banks 
where age lends an air of security. Such a case oc- 
curred just recently when an old bank was enlarged. 
The design of the original 27 year old Reading hard- 
ware (shown above) had been discontinued some 
years before, yet we were able to obtain a perfect 
match at standard prices. 








ESTABLISHED 


1852 








READING HARDWARE 
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EXTRA QUARTER OF AN INCH | 


How it Foiled Bank Robberies and Gained 12 Years’ 
Business for an Allentown Contract Hardware Dealer 


The time was 1927—the problem, bank protection. 

Tilghman Moyer Company, Inc., bank architects, had come to 
our Allentown dealer for a very unusual double-purpose lock. To 
make life difficult for ambitious bandits they sought a device that 
would normally operate like any other lock, but in emergency, 
would serve to send out a silent alarm to police headquarters. 

Our dealer was frankly dubious. This looked like more than 
even Reading Hardware Engineers could handle. But in less than 
a week, we had given the dealer a lock that accomplished the job. 
Without disturbing the existing mechanism, the back of a standard 
low-cost case was altered to accommodate tiny batteries and a 
contact switch. Two keys were provided—a plain key for normal 
use and a key which a cashier with a gun in his back could blindly 
select by feel from his pocket. 

This emergency key was an extra quarter of an inch in length— 
just sufficient to close the electric circuit and silently flash a 
warning to police headquarters. 

Tilghman Moyer Company were quick to accept this device and 
in the 12 years since have concentrated both their special and 
regular contract hardware business with our Allentown dealer. 
Naturally, other unusual bank protection problems have come up 
and for every one, Reading’s Engineers have quickly found an 
answer. Some of the other devices developed to help Reading’s 
dealer hold this profitable customer are illustrated on the opposite 
page. It is these devices about which Tilghman Moyer Company 
says—— 

“Reading jobs are always right. The hardware is excellent, 
orderly-looking, tailored to the job, and mechanically as smooth 
as a watch. In our experience, it always holds up.” 

The creation and maintenance of customer enthusiasm like 
this makes it easy for Reading dealers to make profits and meet 
competition. Why not call in Reading’s Hardware Engineers next 


time the going is tough? 


CORPORATION ¢ « « 
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SPECIAL PROTECTION 


Reading’s removable cylinder device 
protects banks against the possibility 
of keys falling into alien hands. For 
instance, during construction, tempo- 
rary removable cylinders are used in 
all locks. When construction is com- 
pleted, a sealed package containing the 
permanent cylinders, keyed asdirected, 
is sent to the architect on the job. All 
temporary construction cylinders are 
replaced with the permanent cylinders 
in the presence of a bank officer. Peri- 
odically thereafter, the bank may, if it 
wishes, replace or switch these cylin- 
ders at will by a quarter turn of a 
special key. Switching cylinders in a 
lock is a matter of only 30 seconds. 
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Branches. . 


. NEW YORK - CHICAGO 
PHILADELPHIA - SAN FRANCISCO 


READING, PA. 
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actual installation. Let Mr. Van 
Tuyl tell the story in his own 
words which he sent me as fol- 


lows: 
* * * 


“Clear vision into the building 
is not only an invitation to enter, 
but accomplishes the desire of Mr. 
Architect as well as the owner. 
Doors with no vertical frames are 
the answer. A recent installation 
in New York City, the first of its 
kind has opened a new field for 
the hardware engineer. New con- 
struction or buildings of long 
standing can be reconditioned and 
made most inviting by this treat- 
met. 

“The hardware engineer of your 
contract department is supposed 
to know and suggest to the archi- 
tect how to control such entrance 
and vestibule doors by use of in- 
conspicuous trim. The door proper 
is made of Herculite glass 34 to 
114 in. thick, unexcelled in clear- 
ness, brightness and strength. A 
top quality in structural glass 
heretofore unknown. The doors are 
controlled by ingenious concealed 
hardware incorporated in top 


bronze channel that fits as a cap 


on the head of the door. The door 
when opened is stopped at the 
desired stopping point and cush- 
ioned by a resilient shock absorber 
in this channel. Should it be de- 
sired to have the door held open, 
a simple turn of the control knob 
enables the holding feature to en- 
gage automatically and hold the 
door. This holding tension is ad- 
justable to various weights and 
sizes of doors. By pulling the door 
it automatically releases and is 
closed by the concealed check or 
closer imbedded in the floor. The 
Top H channel is so designed as 
to contain a lock for securing the 
door, the ball race for receiving 
the top pivot and the concealed 
automatic door holder stop and 
shock absorber. A similar channel 
is on the bottom for the lower 
pivot and dead bolt. 

“It should be remembered that 
the Herculite glass door cannot be 
cut or altered after it is once cut 
to size and tempered, therefore, 
all dimensions must be exact and 
frame must be built to fit doors. 

“Door control such as_ con- 
cealed automatic holder stop and 
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shock absorber, H channel with 
ball bearing race for pivot and 
lock as manufactured by Glynn- 
Johnson Corporation, Chicago; 
Herculite glass manufactured by 
Pittsburgh Plate Glass Company, 
of Pittsburgh. Floor closers single 


or double acting by Oscar Rixson 
Company, Chicago.” 

So in this chapter we have pre- 
sented a number of very interest- 
ing hardware problems. This in- 
triguing subject will again be dis- 
cussed in the next issue. 





Gadget Girls—Glamour Girls 


VERY-DAY kitchen utensils 

were used with novel and effec- 
tive results by the Chas. Brown & 
Sons hardware store, San Francisco, 
Cal., in May in a “Gadget Girl” fea- 
ture. 

The Gadget Girls, written up in 
the “Kitchenews” department of 
Sunset Magazine, garden and home- 
making publication, and starred in 
a gadget window, have taken on 
glamour enough to stimulate the 
sale of gadgets to a considerable 
extent. 

Last year the first of these clever 
little figures, combination of every- 
day gadgets made into modern girls, 
came to life under the fingers of 
Georgia Sanford and Elsie Perry, 
and were featured in a window 
which attracted much attention. 
Sunset had an idea for an advertis- 
ing tie-up, which was _ followed 
through this spring. 

It was then that the Gadget Girls 
really went to town. Their number 
had been supplemented by a golden- 
haired bride, which widened the 
scope of suggestive ways in which 
gadgets could be combined. Ways of 
making these for center-pieces for 
showers, etc., were described in de- 
tail by Sunset Magazine, the idea 
being to use Gadget Girls for center- 
pieces, which could be of practical 
service to the bride after the shower 
was over. Following the write-up, 
the store decided to expand the idea 


pe 


into a window. The tie-up was a 
“natural.” Window-observers, _ in- 
quiries, and letters followed, as well 
as an increase in sales in the gadget 
department. 

The foundation for the Gadget 
Girls is a roll of 50 cent shelf paper 
held erect by a toy horseshoe or hat 
rack. 

Figure 1, “Connie Casserole.” has 
an inverted terra cotta casserole for 
a face, over which two metal sponges 
are drawn to make hair, the cas- 
serole cover serving as a hat. Fig- 
ure 2. “Mitzi Moppitt,” is made with 
a pottery cooky jar, while a string 
mop makes her blonde braids, and a 
colander, trimmed with two bottle 
brushes. serves for a hat. “Dottie 
Duster.” No. 3, has a white pottery 
pitcher turned over the shelf-paper; 
her hair is a feather-duster, the 
handle of which sticks jauntily out 
of a ring mold hat. All three used 
string dish cloths for scarfs. 

For the bride, a white cup makes 
a head. metal sponge is the hair, and 
waxed paper becomes a_ draped 
gown and veil with a trimming of 
paper lace doilies. Features are 
drawn in with a black crayon. 

There are endless ways of ex- 
panding this idea. The store sug- 
gests that hostesses see how the fig- 
ures are made in their gadget 
department, then follow their own 
ingenuity in making theirs. 


The Gadget Girls featured by Chas. Brown & Sons of San Francisco. 


HARDWARE AGE 












ew a 


‘e 











Here’s a heater you can sell 
in shirt-sleeve weather— 
because it’s got something 
people want all summer long! 
Duo-Therm’s amazing new 
Power-Air* has a ‘‘keep 
cool” story as well as a 
“keep warm”’ one! 






LOOK!...A heater folks 
will buy in JULY ! 








IMAGINE 
KEEPING COOL 
WITH A HEATER/ 











The “Keep Cool” Story: In torrid 
weather, Duo-Therm’s Power-Air stirs 
up a 27-mile-an-hour breeze! It floods 
the room with the cooling comfort of 
active, circulating air! 














The “Keep Warm” Story: In winter, 
Duo-Therm’s Power-Air banishes hot 
ceilings and cold floors—drives heat all 
through the house—gives the same posi- 
tive forced heat as the modern base- 
ment furnace! 











Money in your sock — right now! 


UO-THERWN’S summer comfort 
story means that you can start 
tucking away heater dollars just as soon 
as you can grab your order book and 
pencil! Not next fall, or next month— 
but right now! 
And—here’s more of the greatest 
3uy now” story a heater ever had: 


A honey of a finance plan! 


Duo-Therm’s new finance plan lets you 
tell your prospects: ‘‘Pay only 10% down! 
Enjoy the cooling comfort of your Duo- 
Therm all summer—and be set for the 
greatest heating comfort you have ever 
known when winter comes!”’ 

That’s something you can use on the 
holdouts—to make ’em quit holding out 
—and buy! 


New “ Year-Round” 


DUO-THERM 


Fuel Oil Circulating Heaters 
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Get a running start! 
You can get your heater sales rolling 
months ahead of time, with Duo-Therm 
—and be sitting in the driver’s seat from 
start to finish! 


Last year, with a list of features headed 
by the patented Bias-Baffle Burner, and 
the Imperial circulating heater, Duo- 
Therm outsold the next-best-selling heater 
almost 2 to 1! 


This year, Duo-Therm gives you a 
brand new winner—backs it with the 
biggest advertising and sales promotion 
campaign in the industry—and in addi- 
tion, gives you the greatest new selling 
feature in heater history—Power-Air! 
(Don’t confuse with fans used in ordinary 


heaters.) * Patent applied for 
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City a ee __State 
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CASH IN ON DUO-THERM’S 
FLOOR-TO-CEILING COMFORT! 


COMPARE THESE ACTUAL RESULTS! 








‘TOO HOT HERE 





WARM HERE 79° 





COLD HERE =— 62° 
: - Wek: oi 








Ordinary heaters send heat up—where 
it “‘loafs” on the ceiling. Result: floors 
are drafty, chilly—ceilings are hot. 
Note the actual figures! (Tests made 
in a standard home.) 











‘ cae eS 
WARM HERE soc 
WARM HERE 72° 
WARM HERE 70° 








Duo-Therm’s Power-Air forces ceiling 
heat to ‘‘move on’’—forces it down— 
puts it to work on the floors! Note the 
even, uniform heat obtained in 
actual tests! 











We’re adding summer to your selling 
season—a new punch to your heating 
story —extra dollars to your heater profits! 

Get the facts on the Duo-Therm fran- 
chise—today! See your Duo-Therm dis- 
tributor, or write, wire or phone us. Now! 


[———TEAR OUT AND MAIL—TODAY !———-— 


DUO-THERM DIVISION, 
Dept. HA-97, Motor Wheel Corporation, Lan:ing, Michi, an 


Give me the facts on the new Duo-Therm heaters—fast! 
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More Than 200 Attend ‘Texas 
Jobbers’ Convention at Galveston 


A. H. Schumacher of Houston succeeds Geo. C. Black of Dallas 


as president of Texas group. Texas Boosters host at dinner 


HE 44th annual convention of 

the Texas Wholesale Hardware 

Association was one of the 
largest in the history of the organi- 
zation. The sessions and headquar- 
ters were in the Hotel Galvez, Gal- 
veston, Texas, June 16 and 17, 1939. 
More than 250 wholesalers, mem- 
bers of the affiliated Texas Hard- 
ware Boosters Club and_ guests 
attended. 

At the closing session Saturday 
morning, A. H. Schumacher, Bering- 
Cortes Hardware Co., Houston, was 
chosen president succeeding Geo. 
C. Black, Southern Supply Co.. of 
Dallas. Cther officers elected we-e: 
W. B. Connally, Wadel-Connally 
Hardware Co., Tyler, first vice-presi- 
dent; N. F. Van Hoogenhuyze, Wm. 
Van Hoogenhuyze Hardware Co.. 
San Antonio, second vice-president. 


and Nat M. Johson, Southern Hard- 
ware, secretary-treasurer. The new 
executive committee _ includes: 
Charles E. Nash, Nash Hardware 
Co., Ft. Worth, chairman; Gus C. 
Dittman, F. W. Heitmann Co., Hous- 
ton; O. J. Koepke, Corpus Christi 
Hardware Co., Corpus Christi, and 
D. P. Seay, Morrow-Thomas Hard- 
ware Co., Amarillo, Texas. 

An official welcome was extended 
the group attending the joint ses- 
sion on Friday morning by Louis 
Elbert, president of the Galveston 
Chamber of Commerce representing 
Mayor Brantly Harris who was un- 
able to attend. Rev. Edmund H. 
Gibson pronounced the invocation as 
the meeting was called to order by 
President Geo. C. Black. 

W. E. Love, Gray & Dudley, first 
vice-president, substituting for L. S. 


Pickup, The Stanley Works, presi- 
dent of the Texas Hardware Boost- 
ers Club who could not attend, was 
the first speaker. He stressed the 
willingness of the Boosters to co- 
operate with the jobbers in all ways. 
He reported briefly on the growth 
of the Boosters’ group and empha- 
sized the pleasant relations which 
exist with the jobbers in the state. 

Guest speaker B. F. McLain. 
who is president of the Hart Fur- 
niture Co., Dallas, president of the 
Texas Business Council and a direc- 
tor of the U. S. Chamber of Com- 
merce, spoke on “Economic Trends 
as They Affect the Southwest.” He 
pointed out the fact that Texas is 
undergoing a change and that in- 
stead of developing and selling raw 
materials it is now turning to the 


OFFICERS AND MEMBERS OF THE TEXAS WHOLESALE HARDWARE ASS’N. 








Left to right: First row—Dan Searight, and George J. Groos, Walter Tips Co., Austin; N. F. Van Hoogen- 
huyze, Wm. Van Hoogenhuyze Hardware Co., San Antonio, second vice-president; Geo. C. Black, Southern 
Supply Co., Dallas, retiring president; O. H. Mann, Higgenbotham-Pearlstone Hardware Co., Dallas; A. H. 
Schumacher, Bering-Cortes Hardware Co., Houston, new president; E. W. Hardin, Amarillo Hardware Co., 
Amarillo. 


Second row—Gus C. Dittmar, F. W. Heitmann Co., Houston, executive committee; Raoul Mueller, Tyrell 
Hardware Co., Beaumont; J. W. Tabor, McLendon Hardware Co., Waco; Robert E. Cox, Higgenbotham- 
Pearlstone Hardware Co., Dallas; J. E. Ziegelmeyer, Huey & Philp Hardware Co., Dallas; Earl P. Single- 
ton, Nash Hardware Co., Ft. Worth. 


Back row—Nat M. Johnson, Southern Hardware, Dallas, secretary-treasurer; W. A. Cortes, Bering-Cortes 
Hardware Co., Houston; A. G. Attebury, Amarillo Hardware Co., Amarillo; Chas. E. Nash, Nash Hardware 
Co., Ft. Worth, chairman executive committee; Bates Thatcher, Edward S. Hugher Co., Abilene. 


Other officers not in the picture: W. B. Connally, Wadel-Connally Hardware Co., Tyler, first vice-president ; 
O. J. Koepke, Corpus Christi Hardware Co., Corpus Christi, and D. P. Seay, Morrow-Thomas Hardware Co., 
Amarillo, members executive committee. 


42 HARDWARE AGE 




















- 
‘a 


om 


+ 


“4 


5 


P- 
ieee’ 


f 


(7 


4 


* 
- 


Some of those who attended the fourth annual meeting of the Texas Hardware Boosters Club, held 
in conjunction with the convention of the Texas Wholesale Hardware Ass’n at Galveston, June 16-17 


processing and industrialization of 
farm products. He stressed the pos- 
sibilities for growth in the Southwest 
and said that more progress had 
been made in that section in recent 
years than in any other part of the 
country. Certain problems remain 
to be solved, he said, and he urged 
business men to be realists, recog- 
nize the existing difficulties con- 
fronting them and work to overcome 
them. 

Following Mr. McLain’s address 
the joint meeting was adjourned 
and the annual meeting of the Texas 
Hardware Boosters Club was held. 
This is reported elsewhere in this 
issue. 

Executive sessions were held by 
the wholesalers’ organization Friday 
afternoon and Saturday, morning. 
Among the subjects discussed was 
“Competition from Outside Sources” 
by C. S. Roberts, Roberts-Sanford 
& Taylor Co.. Sherman. Gus C. 
Dittmar, F. W. Heitman Co., Hous- 
ton, led the discussion on “Are 
Fair Trade Laws Beneficial to Our 
Industry?” The problem of “Over- 
coming the Evil of Returned Goods” 
was discussed by N. F. Van Hoogen- 
huyze, Wm. Van Hoogenhuyze Hard- 


ware Co., San Antonio. Nat M. 
Johnson, secretary-treasurer, pre- 
sented the subject of “Our Part in 
the Retail Convention Program,” 
and O. H. Mann, Higginbotham- 
Pearlstone Hardware Co., Dallas, 
discussed “Practical Economies and 
More Efficient Operation by the 
Wholesaler.” 

At the Saturday morning session 
the report of the secretary-treasurer 
was presented by Nat M. Johnson. 
This was followed by a talk on 
“Shorter Working Hours — Good 
Service Without Increasing Over- 
head” by N. F. Van Hoogenhuyze. 
San Antonio. Raoul Mueller, Tyr- 
rell Hardware Co., Beaumont, pre- 
sented the subject of “What Can 
We Do to Help The Retailer Meet 


Competition?” This talk was fol- 
lowed by the report of standing and 
special committees and election of 
officers. 

Col. Jos. W. Speight, Remington 
Arms Co., was seargent-at-arms. The 
ladies entertainment committee was 
headed by Mrs. S. L. Levy and Mrs. 
H. G. Black of Galveston. 

Friday evening the entire conven- 
tion was entertained by the Texas 
Hardware Boosters at a_ cocktail 
party and dinner-dance at the Buc- 
caneer Hotel, Galveston. A luncheon 
for the ladies Friday noon at the 
Hotel Galvez, during which the 
Boosters presented gift compacts. 
and another luncheon Saturday noon 
at the Galveston Country Club com- 
pleted the ladies’ entertainment. 


W. E. Love Heads Texas Hardware Boosters 


ORE than 100 members of 

the Texas Hardware Boosters 
Club attended the annual meeting 
of the group at the Hotel Galvez in 
Galveston, Texas, on June 16. It 
was the fourth annual meeting of the 
organization and was held in con- 
junction with the 44th annual con- 


vention of the Texas Hardware 
Wholesalers Association. 

W. E. Love, Gray & Dudley Co.. 
was elected president succeeding L. 
S. Pickup, The Stanley Works. 
Vice-presidents elected were Dan M. 
Bell, manufacturers’ agent, and Fred 


(Continued on page 57) 





Left to right—W. E. Love, Gray & Dudley Co., San Antonio, president; Dan M. Bell, man- 
ufacturers’ agent, Dallas, first vice-president, and Fred C. Buck, United States Steel Corp., 
Houston, second vice-president, Texas Hardware Boosters Club; Geo. C. Black, Southern 
Supply Co., Dallas, retiring president, Texas Wholesale Hardware Ass’n; B. F. McLain, 
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Dallas, director, U. S. Chamber of Commerce, guest speaker. 






The Sargent Line of 
Builders Hardware 


A supplementary builders’ hardware educational 
article furnished by the manufacturer of this line 


“VHERE is a definite satisfac- 
‘| tion in creating and pro- 
ducing for the comfort, en- 
joyment and protection of the 
occupants of buildings—large or 
small, public or private, and of 
any architectural period. This 
ideal has carried forward the en- 
deavors of Sargent & Co., New 
Haven, Conn.. from its modest 
beginning in 1867. We have se- 
lected and present here a few items 
of unusual interest and which will 
in a measure demonstrate the 
range of Sargent products. 

Several years ago, under the 
auspices of the Bureau of Stand- 
ards, our industry, in cooperation 
with the hollow metal door manu- 
facturers. evolved a program for 
the standardization of lock fronts 
and strikes for hollow metal doors. 
Thus we have a complete line of 
standardized hardware for hollow 
metal construction. 

Carrying this standardization a 
step further. we have developed a 
line of locks for the average resi- 
dence that in application has all 
the advantages of metal door locks. 
This is our “Eight Line” and in- 
cludes a standard mortise inside 
lock with bit key, Sargent easy- 


spring construction and _ bronze 


Editor’s Note—-The material and illustrations for this article were 
furnished in their entirety by Sargent & Co., New Haven, Conn., at the 
invitation of this publication. This article is offered our readers as a 
supplement to the editorial educational series entitled “Taking the 
Mystery Out of Builders’ Hardware,” in the belief that such supplemen- 
tary information has genuine value in the study of this subject. Harp- 
ware AGE has invited all American manufacturers of builders’ hardware 
to supply similar illustrations and explanations of their respective lines, 
stressing any unusual or patented feature. We believe that this is a 
constructive program that will give our readers very tangible additional 
value in the study of our series “Taking the Mystery Out of Builders’ 
Hardware.” In no sense is the publication of this article an endorsement 
of the statements, there:n, on the part of the publishers. It is our sole 
desire to inform our readers as completely as possible on this subject. 
All manufacturers have been and are again invited to furnish similar 
material, at their earliest convenience. This article is by P. E. Barth, 


president, Sargent & Co., New Haven, Conn. 


bolts; a bathroom lock operated 
by a turn knob; a communicating 
lock with twin dead bolts operated 
from either side by a turn knob, 
and a mortise latch. These are 
made with the same face measure- 
ments; the same size case, and with 
the same size strike. Thus it is no 
longer necessary to mortise the 
door for the particular type of lock 
to be used. Instead the doors can 
be mortised at the mill at much 
less expense and one mortise for 
the lock and strike is-sufficient for 
the entire job. 

The Sargent Union lock has 


been designed as a protection for 
tenants and a convenience to build- 
ing managers. It accomplishes this 
purpose by the use of a complete 
lock of our familiar “Union” or 
key-in-the-knob-type but with this 
very important difference. The 
outside knob may be taken off 
easily and the cylinder removed 
and exchanged to meet any new 
keying layout. Then the knob is 
replaced and securely locked in 
position by a special key, thus 
serving its new requirements. 
(Figs. 1 and 2). 


An interesting development in 


Fig. 2 
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specialized hardware is found in 
hospital door room locks where 
silence is a requisite. In our hos- 
pital lock 4984 (Fig. 3) there is 
no click in operation either by the 
key or knob. It is made with a 
special strike that has a spring box 
which permits the dead bolt, when 
thrown, to enter noiselessly. 

A similar demand for silent op- 
eration occurs frequently in fine 
residences and public buildings. 
For this purpose we use what is 
apparently a standard mortise lock 
or latch, but with a special air 
check inside the case that in op- 
eration delays the action of the 
bolts, letting them slide slowly and 
quietly into the strike without any 
click. 

Locks for use on school build- 
ings require special functions in 
line with cify or state regulations. 
Particular mechanical skill must be 
used to guarantee their faithful 
and continual performance. Sar- 
gent school room door locks, made 
with both cylinder or bit keys and 
in different weights are designed 
to meet those requirements. Each 
has the one all-important feature 
of making it impossible to lock 
class room doors so they cannot 
be opened by the knob from the 
inside.. This is to prevent locking 
in children. (Figs. 4 and 5). 

Many exclusive Sargent features 
have been incorporated in our exit 
bolts to give them infallibility in 
operation under actual fire or 
panic conditions. A typical exam- 
ple is the ‘Roll Back® latch in our 
exit bolt locks. Friction,. develop- 
ing between the back of the latch 
bolt and the strike, when pressure 
is applied to the door, may inter- 
fere seriously with the retracting 
of the latch bolt. The “Roll Back” 


latch entirely eliminates this dan- 
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Fig. 4 


ger. (Fig. 6) Pressure on the 
cross bar does not retract this 
latch but releases the deadlocking 
mechanism in the lock and allows 
the bolt actually to roll away from 
the strike and into the case of the 
lock as the door is being opened. 

Tests on buildings equipped with 
this lock show that no matter how 





, Roli-Back 
Fig. 
6 














much pressure may be exerted 
against any portion of the door, a 
slight pressure on the cross bar 
instantly releases the latch bolt. 


Our “Roll Back” lock has been 














used extensively in New York 
schools for many years. It is fur- 
nished with bit key and cylinder 
operations. 

Another exclusive feature origi- 
nally designed by us to meet the 
rigid requirements of New York 
City schools is the flat, panel type 
of cross bar as shown in Figs. 7 
and 8. Note all corners are round- 
ed to prevent injury. The push 
panel stays so close to the door 
that it is impossible for a child to 
get an arm caught between the 
panel and the door. 

To add to the rigidity and long 
life of our exit bolts, the center 
case is held in place by through 
machine bolts entering into lugs 
on the back of the outside plate. 
The top and bottom cases and the 
hinge stile bracket are attached by 
through machine screws entering 
into a special mortise nut. There 
are no wood screws to work loose 
on any of our higher grade exit 
bolts. (Fig. 9). 

A more recent development is 
our removable mullion, designed 
to convert an exit of two single 











Fig. 9 


doors into one large, double exit, 
quickly and easily. 

Now we come to Sargent door 
closers. Formerly the simple, one- 
track door closers served quite 
nicely. But now, to meet all the 
desired functions of a door closer, 
Sargent has developed a series of 
arms and controls that may be 
interchanged to produce a closer 
having the special features re- 
quired by schools and hospitals: 
to hold doors open at 90 or 180 
degrees; with fusible link release 
in case of fire; for telephone 
booths; for coupon booths, and 
many other features. By the use 
of these, the closers of suitable 
size in a dealer’s stock may be 
adapted to the special needs of 
doors, ranging from light screen 
doors to the heaviest doors of 
large public buildings. (Figs. 10, 
11 and 12). 

Extra heavy iron, 
bronze, and of wood, as well, 
should be hung on hinges espe- 
cially designed to carry the heavy 
weight without friction and wear. 
Sargent frictionless hinges, No. 
1558, are designed to fulfill this 
requirement. The bottom hinge is 
made with ball-bearing to carry 
the weight, while the top hinge is 
made with roller bearings around 
the pin. These are arranged to 
take the sidethrust as the weight 
tends to pull the door away from 
the jamb (Fig. 13). For extra 
heavy and tall doors, one or two 
additional bottom hinges may be 
used to help carry the weight. The 
flaps of these hinges are of heavy 
cast bronze, while the bearings are 
of hardened steel. They are in- 
tended for doors 17/16 in. and 
up in thickness. 


doors of 
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Sargent’s door fastener No. 288 
combines security and ventilation 
in one simple, effective and attrac- 
tive device. It is made in two 
parts—the arm and the strike. 


When properly applied, the door 


Fig. 13 


may be opened about two inches 


and held in position, securely 
locked against intrusion. This also 
permits ventilation., Raising the 
arm from the inside readily closes 
the door. However, the door must 


be entirely closed before it can be 
released—and then from the inside 
only. It is strong, attractive and 
does not mar the woodwork by 
its operation. (Figs. 14, 15 and 
16). 

The restoration of Williamsburg, 
Va., has centered attention on the 
beauty of buildings in the Colonial 
period of old Virginia. Much of 
this architecture was influenced by 
the works of Sir Christopher Wren. 
Most of the woodwork was painted 
white, on which large, polished 
brass rim locks made in suitable 
sizes were used. These locks were 
imported from England. The re- 
mainder of the hardware was usu- 
ally of iron, locally hand wrought. 

Sargent has made several faith- 
ful reproductions of these English 
brass rim locks. (Figs. 17, 18 and 
19). When fitted with suitable 
knobs or ring handles, they are 
decidedly appropriate for use on 
houses of this type. We also have 
all necessary small hardware in 
polished brass, harmonizing with 
the spirit of the early colonial 


Fig. 16 
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A new and + bap nenmenan — a ct Se Headle socucely fastened to 
ment in grain scoops which is a scoop by a rivet at the frog. Bac 

meeting with instant approval Steel cae of socket is welded to approxi- 
wherever it is shown. Here are the cap on mately 2” from top. End of handle 
outstanding features of the Rivet- end of is reinforced with steel, which 


makes it impossible for rivet to 
spread or pull loose when scoop 
is subjected to shoveling strain. 


4. The lower end of handle is 
covered with a metal cap which 
protects handle and adds to ap- 
pearance of tool. 





less Socket Grain Scoop. 


1. Smooth socket—Elimination of 
rivets from the socket makes it 
possible for the user to slide hand 
over socket without encountering 
sharp or rough edges. 

2. Less possibility of handle break- 
age at socket. Handles which are 
not bored are approximately 12% 
stronger than those bored for rivets. 











5. Rehandling can be easily ac- 
complished by removing head of 
rivet and extracting. 































Back view of the ABW 
Rivetless Socket Grain Scoop ABW PRODUCTS 


Shovels ¢ Spades * Scoops 
Ask Your Jobber Forks * Hoes * Rakes 
Post Hole Diggers 


AMES BALDWIN WYOMING CoO. navicularstth Hen dles 


PARKERSBURG, W. VA. + NORTH EASTON, MASS. 


4 ; OS 2A 
MYERS 
é aan \ 


GREENHOUSE & ESTATE “Wi 
SPRAYERS 











The Small Power Sprayers with 
Abundant Pressure to Provide 
Effective Control of Both Insects 
and Fungus Diseases and Priced 
to Fit the Pocketbook of Small 
Operators. 


Look at the pictures—then think of the 
many places right in your locality 
* where compact and efficient power 
ENGINE POWERED sprayers (motor or engine) can be 
SSS eee «easily and quickly sold at a nice mar- 
Steel or Rubber sh gin of profit. Hundreds of these new Steel or Rubber 
Ss. °"". 
~ J 


F ww 








Tired Wheel Myers Sprayers are giving excellent Tired Wheel 
satisfaction to many types of users. 
et oa Make them another source of profit 


for your own business. 





Write or wire for literature and prices. 


THEF.E.MYERS & BRO.co. 


ASHLAND, OHIO, U.S.A. 









PUMPS — WATER SYSTEMS — SPRAYERS ~— HAY TOOLS — DOOR HANGERS 
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Fig. 17 


days. We can furnish hinges and 
other items in cast white bronze, 
in hand finish, closely matching 
hand wrought iron and which will 
not rust and discolor the white 
woodwork. 

For people who build their 
homes in the European traditions 
of the late Gothic, the Elizabethan 
or the Jacobean, we felt that Sar- 
gent should be able to supply 
hardware that in itself is interest- 
ing, unusual and personable. We 


avoided the garish and the ob- 
trusive, seeking rather a subtleness 
that would be subdued to its sur- 
roundings, yet evident to the ap- 
preciative eye. 

In designing “Lord Essex” hard- 
ware, we turned the hand. of the 
clock back 400 or 500 years to the 
time when the individual crafts- 
man recorded the ideas and prob- 
lems of life in their carvings of 
wood and stone, each telling its 
own story of ageless interest. We 


Fig. 18 


found a wealth of material in the 
wood carvings of the misericordes 
(mercy or indulgence seats) in the 
old cathedrals of England. From 
records available to us, we selected 
10 of the most interesting subjects 
and have reproduced one on the 
front of each knob. These knobs 
are of present-day conventional 
size and shape. 

The illustrations are thumbnail 
sketches of the figures used, and 
record incidents and _ traditions 





Door Knob Designs Inspired by Old English Misericordes 


spinning. 








From Ripple Church, 15th Century. 
symbolizes February, the cold, raw 
month. It depicts the husband at 
home. afflicted with a cold. He and 
his wife are sitting by a fire. She is 


From Ely Cathedral, 1338, a sporting 
scene. Here the huntsman is out with 
his hounds, which he is urging into 
pursuit. One hare has been killed, 
so he is sure of his dinner. 


From Lynn St. Nicholas Church, 1415, 
symbolizing Harvest Times. The hus- 
band lays them straight while the 
wife gathers them from the field and 
throws them on the cart. 


From St. David’s Church, 1470, rep- 
resents home life. The husband has 
returned from work in the field. He 
is seated at the table and his wife 
puts before him his noonday meal, a 
well-prepared calf's head. 


From Ely Cathedral, 1338, depicts the 
prevalent habit of gambling. Two 
men are squandering the house 
money on dice and ale. 





From Ludlow Church, 1389, a tavern 
scene. The alewife is drawing ale 
from a cask into a much larger jug. 
Another jug with a spout hangs 
handily by on the wall. 


From Ely Cathedral, 1338, the man is 
urging his proposals on the maid, 
who seeks protection in prayer. This 
is supposed to represent the abbess 
and patron saint of Ely. who is said 
to have been twice-married against 
her will remained a maiden still. 


From Ripple Church, 15th Century. 
shows a man emptying two jugs of 
water onto the ground. It seems to 
be an English version of Aquarius, 
the water bearer. The two manu- 
scripts on the front of his coat have 
representations of plowing and sow 
ing. 


From Beverly Minster. 1520—here are 
representations of the professional 
fools who were hired to dispel stu- 
pidity at dinner parties. The one 
above is quite decorous, while the 
lower one is more conventional with 
his eared fool’s cap and scalloped 
tunic and bells. 
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"DEALERS' SALES OF RED DEVILS ARE “a 
GOING UP, UP, UP for 7 years ruming re 1.41939 
vi cao Performance brings 193 
sls Red Dewily 
PRODUCTS 


provin 
Steady Turnover regardless of the Times." 
LANDON P. SMITM, INC. IRVINGTON, N. J. 


1932 1933 1934 oe ee 


Yes Sir; 'm lnterested (JXVITAIl\) FH 
inaRoperWaterSystem — sacar wiustnmss sant ie tee 


Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 


10,000,000 CONSUMER 


completes 


| the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
..- makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 
PHONE YOUR JOBBER FOR DETAKS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 
































Practically every farmer, 
whose farm is not equipped 
with a water’ system, 
wants one. Furthermore, 
he wants a good one... 
a system that will give 
trouble-free service day in 
and day out. Ropers do 
just that . .. they have 
many distinct advantages 
over ordinary systems be- 
cause of exclusive fea- 
tures that contribute 
yxreatly to better service. 
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| Rubber Knives : : 
4 | Clam Kn: Makes easy work of tough cardboard cutting 
Specially Packaged For Sloyd Knives. jobs in Shipping and Tsing teem of 
Easy Handling And Quick Sales [2-0 factories, stores, etc. 


Paper Hangers’ Prices and complete catalog on request. 
Knives 
Butcher Knives 


Order from your jobber, or write to 











Abrasive Products, Inc., South Braintree, Mass. | Plaster Knives Write for Special Circular and Prices on our 
3 Kitchen Knives latest fast selling NEW STAINLESS STEEL 
| Stencil Knives ONE PIECE SHELL-FISH KNIVES for clams, 

| Manual Training crabmeat, oysters, scallops. 
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common to life in those days. To 
insure ownership, its full measure, 
we have gleaned from authorita- 
tive sources the story that inspired 
each carving and the place of its 
origin. We present them here. 
The dates given refer to the time 
of the placing of the misericorde 
and not to the building of the 
cathedral. 

Thus these knobs reveal the lives 
of the common people as depicted 
by the wood carvers of that time. 
For similar treatment cn escutch- 
eons, we turned to the more bril- 


liant lives of royalty, peers and 
warriors, and to heraldry, which 
played so picturesque a part in 
their lives. These heraldric de- 
vices told of great events and now 
form an important record for the 
history of that era. 

We have selected 10 of the prom- 
inent and most interesting coats- 
of-arms to produce on the escutch- 
eons, a different one on each. The 
escutcheon is of the usual size and 
shape, and ornamentation, with 
the exception of the coat-of-arms, 
is in keeping with the type gen- 





erally employed in the best Eliza- 
bethan architecture. Each of these 
coats-of-arms comes from authentic 
sources and has documentary 
value. 

With the 10 different knobs and 
10 different escutcheons, it is pos- 
sible to make a hundred different 
combinations. Therein lies much 
of the charm of this unusual hard- 
ware. To the casual observer it 
may appear quite conventional but 
upon close examination it will be 
found alive with interest and per- 
sonality. 





Coat-of-Arms Reproduced on Escutcheons 


This was the coat of arms of Henry 
VIlI—1509-1547. 


Arms of Coates—probably James 
Coates of Abbey Shrule. Longford, 
England. 


Arms of St. Edward, the Confessor. 
taken from the tomb of Edward of 
York (1402) at King’s Langley. 


Shield of Sir Henry Percy, 1364-1403, 
an English soldier whose activities 
won him the sobriquet of Hotspur. 


Wells is one of the old cathedrals, 
having been founded at Wells, Som- 
ersetshire, England, by Bishop Joce- 





Enameled shield with rampant grif- 
fin on arms of Ballard; found on the 
print of a Mazer, 1415, at All Souls 
College, Oxford, England. 


The coat-of-arms of John Lyte, 1535, 
with chevronel on the escutcheon 
and charges of three swans. 


This interesting one has a bugle, but 
it seems to have been rarely used, 
as we fail to find its owner in the 
records. 


The knob and escutch- 
eon together give an 


lyn before 1242. 


idea of the attractive 
dignity of this special 
hardware. This hardware 
is made of cast yellow 
brass with an “Old 








In 1284, King Edward I pledged the 
rebellious Welsh, as one of the terms 
of peace, a Prince of their own, one 
who could not speak English. He 
gave them his baby sons with the 
motto, “Eich dyn.” which in Welsh 
means “This is your man.” This wa3 
the first Prince of Wales. 


Eton College was founded by Henry 
VI in 1440 and granted this coat of 
arms by him in 1448. 





English brass” finish. Its 
richness increases with 
the mellowing effect of 
time. 


HARDWARE AGE 











$230,000,000 for Toys 


(Continued from page 33) 


sets as a sort of monumental after- 
thought. General Foods paid them 
$565,000 for 4,000,000 Mickey Mouse 
tumblers during a premium offer. 
O-Cedar puts out about 100,000 dust 
mop sets for the moppets each year 
at $1 apiece, including a genuine 
Bissell diminutive carpet sweeper. 
And several tire factories find the 
current vogue for rubber toys as- 
suming more and more importance 
in their scheme of things. 

Many successful further- 
have utilized the inventive 
talents of men who are qualified 
specialists in the adult provinces 
they seek to interpret for youth. The 
best-known airplane kit designer is 
a former Army aviation instructor. 
The inventors of the two out- 
standing wooden construction toys 
were architects of note. And the 


toys, 
more, 


Picket Line 


| 7 HAT is the general public to 
do about picket lines? Are the 
people who have no direct interest 
in one side or the other of a labor 
controversy supposed to accept the 
notion that a picket line, however 
and whenever established, immedi- 
ately becomes hallowed grotind and 
must not be crossed? 

{f I were a dues paying member 
of a union that had pulled a strike, 
I would not cross its picket line a; 
a matter of principle. If I were a 
non-union member of an “open 
shop” faced with similar circum- 
stances, I might not cross it because 
of dislike of a broken head. And if 
I were a politician whose support 
came from a union district, I would 
probably refrain from crossing it for 
fear of losing my job. 

We can understand the self-inter- 
est which would prevent such people 
from violating these higher laws. 
Not the laws of our country, nor the 
laws of God in terms of any religion. 
The sacred law of the picket line. 

It is strange how seriously great 
public figures take such things. 
Much more so than even the brass 
hat labor boys like Bill and John. If 
John’s cook declared that the Lewis 
mansion was unfair to organized 
cookery, do you think John would 
meve his family into a hotel? Or if 
Bill was faced with a headquarters 
strike a CIO 


elevator pulled’ by 
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leading mechanical construction 
toys were not the 
men or even toy 
of professional engineers. Stanlo 
came from The Stanley Works. 
Modern Moorecraft was worked out 
by an engineer from his own 
patented principle designed for 
eventual use in knock-down garages, 
scaffolding, etc. 

A strange and paradoxical busi- 
ness this. But there are plenty of 
good toys on the market, and the 
manufacturers are ready to give us 
even better ones when we indicate 
that we want them. The only thing 
that can hold the toy industry back 
is parents who don’t know what a 
toy should do. One of them, by the 
way. returned a 79-cent Charlie Mc- 
Carthy dummy the other day, com- 
plaining that there was something 
wrong with it—it wouldn’t talk. 


ideas of lay- 
designers, but 


Etiquette 


building service union, do you think 
that he would shut up the office? 

Speaking of building 
strikes, the Washington boys say it 
was funny to watch the antics of 
some of our statesmen recently dur- 
ing the hotel strike. How they 
wracked their brains for a way to 
sneak in through the cellar door for 
the clean shirt or suit that they 
needed so badly—without getting 
caught at crossing a picket line! 
And the newspapers even carried an 
item, during that strike, that things 
had been arranged so that the Presi- 
dent would not have to cross a picket 
line in attending an important func- 
tion! 

Why shouldn’t the President cross 
a picket line? Would it be a viola- 
tion of his oath to equitably serve 
and administer the law for all 
Americans, regardless of party, rich 
or poor, union or non-union, worker 
or employer? 

Is it not rather a most unjust ac- 
tion to imply by high example that 
whenever an employer is faced by a 
picket line he should immediately 
be adjudged guilty by the general 
public and his business boycotted? 

And what would happen if the 
public should follow this example 
and adopt this course of action? 
We would have a new ruler of the 
United States—-the picket line! 

-Joun H. Van Deventer, 
Editor, The Tron Age. 
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A COLD CHISEL 
YOU CAN SELL WITH 
PLEASURE AND... 

PROFIT 


* Made of Chrome Vanadi- 
um Forged Steel, and triple 
heat treated to insure hard, 
sharp edge and non-mush- 
rooming head. 

Supplied in a wide range 
of sizes to meet every cus- 
tomer demand. 

Makes friends and builds 
repeat business. An item 
you can push with profit. 


THE VLCHEK TOOL CO. 


3001 E. 87th St., Cleveland, Ohio, U.S.A. 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 
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Two Ideas Worth Thinking About 


By SAUNDERS NorVELL 


MERICANS are the greatest 
A readers in the world. We 
are often lost and confused 
by the wealth of books and papers 
we try to read. Going through this 
mass of material now and then, 
some thought or idea strikes us 
as being outstanding and worthy 
of more than passing attention. 
Ralph Borsodi, an _ original 
thinker and unusually clear writer, 
in his book “Prosperity and Se- 
curity” writes the following 
thought that well may give us 
pause to mentally digest: 
“Tomorrow in a world which 
threatens to be socialized in a 
futile effort to eliminate preda- 
tory individuals by outlawing 
all profit, it is perfectly safe to 
predict that the selfish, cunning 
and ruthless individuals who de- 
predatory 
business under the present cap- 


vote themselves to 
italistic devote 
themselves to politics in the new 
one. Wealth, power and the pre- 
requisites of position will then 
be appropriated and enjoyed by 
a new group of predatory and 
privileged public officials who 
will devote themselves not to 
securing profits from the people 
but to imposing taxes upon 
them. Profits will be meta- 
morphized into taxes. In the 
new system the politician rather 
than the financier will be king. 
Orders will come from the gov- 
ernment, not from Wall Street. 
. . . For the ambitious man, the 
sensible thing, then, will be to 
move from Wall Street to Wash- 
ington as quickly as possible.” 


regime, _ will 


* * * 


As these lines are written, the 
King and Queen of England are 
visiting us. The politicians of the 
country are receiving them. In 
the programs and dinners ar- 
ranged, where do even our great- 
est and richest merchants and 


52 


financiers come in? Very few 
if any—are on the list of those 
invited. 

At the luncheon and reception 
arranged at the World’s Fair in 
New York only state and city ofh- 
cials were invited. The Governor, 
the Mayor, their close political as- 
sociates, the City Board of Esti- 
mate, the members of the City 
Council and all their wives. We 
looked in vain for the names of 
national financiers and even great 
maufacturers who have put up the 
money and made most of the dis- 
plays. 


Rulers Met Rulers 


What about our leading educa- 
tors, our artists, our writers, even 
of international renown. They 
were not among those invited. It 
was a political party from start to 
finish. The rulers of the English 
people met only the rulers of our 
people. 

I call attention to this, as it 
shows in a dramatic manner the 
truth of the remarks made by 
Borsodi. 

These pregnant 
with full force when we see the 
states passing laws and setting up 
boundaries like large and small 
nations in Europe. These laws tax 
buying and selling. They set up 
state bureaus and state jobs to 
fatten off business taxation. The 
end will be fewer business men 
and more politicians. Less busi- 
ness profit and more taxation on 
business. 

In the writer’s judgment there 
are two great dangers at this time 
to the distribution of goods 
through the wholesalers and the 
retailers in all lines, that should 
command the serious attention of 
those who live by the present sys- 
tem. These two dangers should be 
taken up vigorously by the asso- 
ciations of manufacturers, whole- 
salers and retailers. Nothing on 


words come 


the long list of “problems” will 
compare in importance. 

J. C. Aspley, president of the 
National Federation of Sales Ex- 
ecutives, in his recent address to 
the convention of that organiza- 
tion in Philadelphia, made _ this 
trend in national business the 
highlight of his address. We 
quote from a press report of his 
talk as follows: 

“A vigorous attack on state 
legislators who set up barriers 
impeding the free flow of goods 
between states was launched to- 
day by J. C. Aspley, president 
of the Dartnell Corporation and 
president of the National Feder- 
ation of Sales Executives, in 
opening that organization’s 
three-day annual convention at 
the Bellevue-Stratford here. 

“Some 650 sales executives 
from all sections of the country 
heard Mr. Aspley assail these 
legislators for causing a ‘throw- 
back to colonial restraint’ on the 
freedom of trade between the 
states and for increasing the dif- 
ficulties of sales executives. 

“Mr. Aspley pointed out that 
15 states have a tax on goods 
going into them, 21 states give 
preference to residential sellers 
and some states have taxes on 
commercial travelers. 

“ ‘These nitwit laws have pups 
without end,’ he pointed out. 
‘because each state discriminates 
against other states, as the latter 
continue to pass these laws. 
There are 409 trade laws in var- 
ious states that should be abol- 
ished, if the U. S. is again to 
become the greatest market for 
free trade.’ ” 


If this kind of state lawmaking 
continues, doing business in the 
United States instead of being free 
as in the past, will be like doing 
business in Europe with all of its 
international handicaps. Years ago 
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we remember when an attempl 
was made by certain states to tax 
or license traveling salesmen. 
Vigorous opposition put an end to 
that idea, but it is back with us 
again in an serious 


even more 


form. 


The Second Danger 


The second serious danger to 
our present system of wholesaling 
and retailing are the present offers 
made by mail order houses on 
time payments. Have you studied 
the pages devoted to this subject 
in recently mailed catalogs? 

Take Sears, Roebuck & Com- 
pany’s spring and summer cata- 
log—the latest issued. See page 
1A—“Sears Easy Payment Plan.” 
The tables show the minimum 
amount to be sent with each order. 
This amount based on the total 
amount of the order. Item one— 
If cash price of your order 
amounts to $20.00 to $30.00 “all 
you need send with order is 
$3.00.” The next table states how 
payments may be made “Up to 
order of $15.00, we will add carry- 
ing charge of $1.50—amount pay- 
able monthly, $3.00.” 

There are special terms for pur- 
chases over $300.00. Every mer- 
chant should carefully study these 
terms and tables. Many of your 
customers are Studying them, and 
how can you compete successfully 
unless you know what they are 


offering? 
Now note this. It is most im- 
portant. The mail order houses 


are telling the public that their 
prices are based on cash payments. 
So if cash is not paid the increased 
cost of doing business must be 
covered by carrying charge for 
the service. This looks fair and 
Only the 
fool expects to get something for 
nothing! 

Now Mr. Retail Merchant, on 
what basis is your stock priced? 
If for cash, where do you get off 
when your customer takes a long 
time to pay his bill? Do you ex- 
act interest or carrying charges 
on overdue accounts? 

If your prices are based on car- 
rying many of your customers sev- 
eral months, it is hardly fair to 
your customers who do pay cash. 

A greater number of our people 


reasonable to anyone. 
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every year are living on salaries 
paid weekly or monthly. Today 
one person out of every 11 is re- 
ceiving pay from the government. 
We as a nation are living up to 
these salaries. Only a few actually 
accumulate free money in con- 
siderable amounts in banks. So 
we must see the temptation to 
these salaried people to buy on 
some deferred payment plan, espe- 
cially the larger units such as 
stoves, refrigerators, washing ma- 
chines, ete. 

The smaller class of retailers of 
limited capital have allowed this 
good business to slip through their 
fingers because they could not af- 
ford to carry the accounts. So we 
see the present picture of furniture 
dealers absorbing the stove and 
refrigerator business that once be- 
longed to the hardware trade. It 
has been done mainly by the time 
payment appeal. 

Today manufacturers and job- 
bers in good standing can borrow 
money at the lowest interest rates 
in the country’s history. In my 
judgment these manufacturers and 
jobbers should arrange either with 
investment companies or individ- 
ually to help the small retailer 
finance this business. 


Volume Needed 


The small retailer needs volume 
but he can’t get it selling five and 
ten cent items while these larger 
units go to his competitors. 

In the old days the leading 
wagon manufacturers financed the 
small dealers selling farm wagons. 


They took the farmers’ notes. 
Later steel range manufacturers 
sold farmers direct with their 


crews and prospered taking their 
notes. Later still came the auto- 
mobile, built up on time payments 
and swapping new for old cars. 
But here now we see great hard- 
ware jobbing houses letting a lot 
of this good and needed business 
get away from them and their cus- 
tomers because they do not wish 
to take the chance or go to the 
trouble of financing such sales. 
The President is scolding bank- 
ers because they are holding on to 
their money. We can never have 
prosperity until more money is 
put in circulation. Is there a bet- 
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HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 
Company 
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socially, commercially, politi- 
cally, is the Bellevue. Here 


vital things happen, outstand- 
ing events are held—and 
important people stay. Rea- 
sonable rates. 


Be Sure to Include 
Historic Philadelphia 
in Your Itinerary 


Air-Conditioned Restaurants 


™“BELLEVUE™ 
STRATFORD 


IN PHILADELPHIA 
Claude H. Bennett, Gen. Mgr. 
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ter or safer plan to put money to 
work than by organizing to help 
the small retail merchant to com- 
pete in this field of time payments. 

It’s fine to help him with show 
cards and window displays but the 
thing he needs most is money help 
to sell these larger units in his line 
of business. 

I believe this field should be 


largely in the hands of our hard- 


ware wholesalers. They are now 
in close touch with the smaller re- 
tailers. They have their credit 
records. 

If the wholesalers overlook such 
opportunities, the average small 
retailer will not grow and the re- 
sult will be more and more “spe- 
cialty” selling by manufacturers 
to retailers, leaving the jobber out 
of the picture. 


Belknap Wins Customers 


(Continued from page 36) 


letter, Mr. Gibson prepared the 
reader for the next letter in the 
series from Allen Gage, superin- 
tendent. 

This letter, number six, de- 
scribes some of the plant opera- 
tions and used 16 photographs to 
illustrate the various operations in 
and around the plant. It pointed 
out that the company handles 47.- 
000 minimum package cars of mer- 
chandise each year and that if all 
this were in one train the locomo- 
tive would be in Cleveland, Ohio. 
and the caboose in Louisville. 

As in the previous letters, this 
one in the closing paragraph, pre- 
pared the reader for number seven 
by Luther R. Stein, vice-president 
and general sales director. Mr. 
Stein continued in the same friend- 
ly vein and began: “Because suc- 
cessful merchants spend most of 
their time getting, selling, and sat- 
isfying customers, you know the 
real job of our sales department. 
It’s just like your big job.” He 
continued with an exposition of 
the activities of the sales depart- 
ment, called attention to the illus- 
tration of the entire inside sales 
force, and introduced the terri- 
torial sales director, Clifton Rodes. 

This final letter quoted a num- 
ber of old Belknap customers, re- 
produced a series of letters from 
customers, and called attention to 
the catalog. It ended with the 
pledge: “You can figuratively or 
actually buy from them (Belknap 
salesmen) with your eyes shut. 
your hands down, your pocket- 
book open, and know you will be 
well-treated.” 

Through the entire series, there 
was constant and repeated stress 


on the idea that Belknap was a de- 
pendable source of supply. The 
purpose was to build friends and 
customers, not to gain a few iso- 
lated orders and temporary busi- 
ness. The friendly, natural tone 
of each letter suggested that Belk- 
nap’s was a dependable firm with 
which to deal. There is a distincé 
effort to make a merchant want to 
concentrate his business with Belk- 
nap. 

A similar campaign would pos- 
sibly be ineffective when used by a 
company selling a specialty, or a 
so-called “one-time” product. But 
its possibilities and adaptability by 
other manufacturers, wholesalers. 
retail merchants and other service 
organizations, are almost limitless. 


Inviting Accounts 


Through his local chamber of 
commerce a Wisconsin merchant 
obtains the names of persons who 
are known to be financially re- 
sponsible. After compiling the 
list he writes a personalized let- 
ter to these prospective customers 
and encloses a card which en- 
titles the bearer to open a charge 
account in his name at the store. 
The letter informs the person that 
his credit has been known to be 
good and expresses the desire of 
the store to count him or her 
among its favored accounts. The 
merchant thus obtained a_ large 
number of new customers and 
found that all of them proved to 
be prompt-payers. He noticed a 
good increase in sales as a result 
and constantly adds to the list 
whenever he finds new names of 
responsible people available. 
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This NEW Cooker ~~ 
SELLS ON SIGHT! 






The 


HOME DeLuxe 
PRESSURE COOKER 
and CANNER 





MORE Exclusive PATENTED FEATURES 
THAN ANY COOKER EVER BUILT—! 


Here’s the Pressure Cooker and Canner that has 
sales appeal. 

An ABSOLUTELY SAFE, SANE, FOOL-PROOF 
Product that means year-round business to Hard- 
ware Dealers. 

Built by “Pioneers” 
field. 

Made of aluminum by permanent meld process, 
with all mechanical parts assembled in one unit 
on cover. 

Be ready for the Fall Canning Season demand. 
Stock the Cooker that SELLS. 


LAKESIDE ALUMINUM CO. 
MENOMONIE, WISC. 
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1932 UTICA 
FENCE PLIER and STAPLE PULLER 


An Alloy Steel fence tool that can be 
used on all types of fence posts, with no 
other tools needed, in fence building or 
repairs. It creates satisfied customers 
and attracts prospects. 


UTICA DROP FORGE & TOOL 
CORPORATION 
UTICA, N. Y. 








| tall or tender plants without breaking 


| wet soil. 
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SETS A SALES RECORD 
IN CALIFORNIA! 





A HARDWARE DEALER IN A SMALL 
= TOWN SOLD SIX WATERWANDS IN 
ONE HOUR AT A TOTAL PROFIT OF 
$5.56. That's the kind of consumer ac- 
ceptance that hardware dealers are get- 


ting in California. 
GET IN ON THIS EARLY—There’s still time this 
season to prove for yourself that profitable sales are 
to be gained by handling the Waterwand. Dealer dis- 
counts are liberal—your order for six right now will 
bring them express prepaid together with an attractive 
floor display and literature. List price $2.25 less 40°% 
& 2%. Yeu invest $7.94 and get back $13.50. IF 
YOU ARE THE LEAST BIT SKEPTICAL—we'll 
send you copies of letters from hardware dealers that 
will prove conclusively that Waterwand is the 
most outstanding gardening implement on the 
market today—-WRITE FOR THIS IN- 
FORMATION. There's no obligation. 


Waterwand places a large volume of 
water gently on the ground at bose of 


them down or washing away the soil. 


Long, light handle enables gardener to 
water large beds without stepping into 


SCOFIELD MANUFACTURING CO., Box 31, Station A, Palo Alto, California. 
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After Hours! 


HE scene is a shady grove 
on the outskirts of a medi- 


um-sized town in the mid- 
dle west. The day is Sunday, 
July 2, and the time about 1:30 
p.m. A small picnic is in prog- 
ress and two families are seated 
on the grass enjoying luncheon. 
There are George Cole and Wil- 
liam Stanton, partners in the re- 
tail hardware firm of Cole & Stan- 
ton, their wives, Cole’s two sons, 
John and Joseph, and Stanton’s 
two daughters, Margaret and 
Grace. Cole reaches for a sand- 
wich. 

COLE: Well, that’s about the 
sixth I’ve had and they seem to 
get better as I go along. About 
four more and [’il call it a day. 
There goes the mail plane. 


STANTON: Seems to me that 
there’s one kind of plane or an- 
other going by about every five 
minutes these days. Getting to be 
a nuisance. Planes, planes, planes 

you see “em, you hear ’em and 
you read about ’em. It’s getting 
so bad that John was just asking 
me why we didn’t carry a line of 
model planes. 


COLE: Well, it's not such a 
bad idea, if you ask me. Did you 
read that story in the June 29 
issue of HARDWARE AGE about the 
Chapman hardware store in 
Omaha? Put in a stock of model 
planes and parts and sold $150.00 
worth in four weeks. They take 
up very little room and they sell. 
Might not be a bad idea if we did 
it. We make the sales, keep the 
kids out of mischief and make 
future friends for the store. 


STANTON: Guess you're right, 
George. Might be a good idea if 
we did it. Sorry I missed that 
article, but I was concentrating on 
the one on testing prospective em- 
ployees before you hire them. 
Some good points in that article. 
I'm going to get up some employ- 
ment forms like the ones they had 
in that article. We have a good 
many young fellows asking for 


56 


jobs and most of the time we use 
snap judgment on them. With a 
form like that we’d get right down 
to cases with them and know just 
how good they really were. 


URS. STANTON: Better have 
some coffee, Will. Don’t talk 
about HARDWARE AGE so much. 

STANTON: Can't help it, Mary. 
It furnishes me with the ideas 
that help run the business. 


COLE: Bill’s right, Mary. It 
gives both of us ideas. Speaking 
of ideas, I see they have been run- 
ning quite a few articles on the 
subject of remodeling stores. Had 
another one this issue on the 
George & Hoyt store in Grinnell, 
lowa. That firm went out to get 
more women customers and they 
got them. Separated the store in- 
to three general sections—for 
women, men and farmers. Saved 
time, eliminated congestion and 
increased sales. It’s about time 
we did a little remodeling on our 
own account. 


STANTON: Not a bad _ idea. 
George. Gosh, it'll take a lot of 
remodeling to make that cake 
look like anything again. I’m full 
up to the ears. By the way they 
had another good idea in that 
issue. The one about the Lake 
Charles’ dealers down in Louis- 
iana. They have a wide awake lot 
of retailers in that ‘town. They 
get right after the new residents 
as soon as they move in. Not 
much chance for the mail order 
outfits to get a foothold in a town 
like that. We ought to get some 
action in our town. Fellow moves 
in and first thing you know he’s 
sent for a catalog. And some good 
retail sales go out of the window. 
Might be a good idea if we 
sounded out some of the other 
firms. 


COLE: Yes, it would, but the 
chances are that some of those old 
timers would tell you to go sit on 
a tack. Say, that reminds me! Did 
you read the article about nails. 
There’s some mighty good infor- 
mation about them in that article. 


Tells you a lot of things I bet you 
never knew. 


STANTON: Yes, and _ there’s 
another good informative article 
on “Color Ideas and Effects for 
Sales.” Tells why the customer 
buys paint. Says he doesn’t buy 
paint but the effect that paint pro- 
duces. That’s a new thought for 
me. Don’t sell them something in 
a can. Sell them a result pro- 
duced by what’s in the can. It’s 
the new, modern idea of selling 
in a nutshell. 


MRS. COLE: Wonder 


those children have gone? 


COLE: Not very far, i imagine. 
They’re probably within 50 feet 
of us right now. Don’t worry 
about them. They won’t get into 
any trouble here. 


STANTON: You know, George, 
I can always get some new sales 
wrinkle by reading that magazine. 
Take that page on “Tested Selling 
Ideas.” There’s always something 
out of the ordinary there that we 
can apply to our own business 
and the best of it is that those 
ideas cost little or nothing to 
apply. They are just there asking 
to be used. I read ’em all the time 
just as I read the “What’s New” 
section. That’s a new idea sec- 
tion, too. It keeps you posted on 
what’s going on. 

COLE: See Saunders Norvell 
had an interesting article about 
what happens when the son of the 
boss starts to run things in his 
way. Might be a good idea if a 
lot of young fellows read that 
article. The title is “Junior Takes 
Hold.” 

There is a wild yell from the 
youngsters and the sound of run- 
ning feet. 

STANTON: Guess Junior's 
taken hold of something this time. 

MRS. STANTON: They’ve been 
throwing stones at a hornet’s nest. 
Here they come! 


where 


Everyone jumps up and starts 
to run away from the scene of 


action, . s 
—{5.M. S. 
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American Hardware Mfrs. Assn. 
annual convention meeting with the 
National Wholesale Hardware Assn., 
Oct. 16 to 19, 1939, at the Marlbor- 
ough-Blenheim Hotel, Atlantic City, 
N. J. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ assn. George A. 
Fernley, 505 Arch St., Philadelphia, is 
secretary of the wholesalers’ assn. 


Golf Tournament of the Eastern 
Hardware Golf Assn., tentatively set for 
May 18 to 20, 1940, at the Cavalier 
Hotel, Virginia Beach. H. L. Gilliam, 
The Wood Shovel & Tool Co., 9 Rocke- 
feller Plaza, New York City, is secre 
tary-treasurer. 


Golf Tournament, 14th annual 
tournament of the Hardware Golf Assn., 
Sept. 14, 15 and 16, 1939, at the Elms 
Hotel, Excelsior Springs, Mo. R. A. 
Sundvahl, The Corbin Screw Corp., 321 
W. Randolph St., Chicago, is secretary- 
treasurer of the association. 
Housewares Show, sponsored by 
New York Housewares Mfrs. Assn., July 
10-15, 1939, at Hotel Astor, New York 
City. Mrs. Flo English, Hotel Pennsyl- 
vania, New York, is secretary.” 
Machine Toot Show, Oct. 4 to 13, 
1939, at the Public Auditorium, Cleve- 
land, Ohio. Sponsored by the National 
Machine Tool Builders’ Assn. 


National Contract Hardware 
Assn. convention and exhibit, Oct. 2-5, 


Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec 
retary, Fulton Bldg., Pittsburgh, Pa. 

National Retail Hardware Con- 
gress, July 17-21, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 

National Wholesale Hardware 
Assn., annual, convention meeting with 
the American Hardware Manufacturers 
Assn., Oct. 16-19, 1939, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary of the whole- 
sale association, and Charles F. Rock- 
well, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association. 

Packaging Exposition and Confer 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American 
Management Assn., 330 W. 42nd St., 
New York City. 

Texas 
Assn., 42nd annual convention and ex- 
hibit, January 23, 24, and 25, 1940, at 
the Adolphus Hotel, Dallas, Tex. Dan 
Scoates, College Station, Tex., is secre- 
tary-treasurer of tlhe association. 

Toy Show, the Sixth Annual 1939 
New England Toymen’s Week, July 24 
to 28, 1939, at the Parker House, Bos- 
ton, Mass. 


Hardware and Implement 


W. E. Love Heads Texas Hardware Boosters 


(Continued from page 43) 


C. Buck, U. S. Steel Corp. Nat M. 
Johnson, Southern Hardware, was 
reelected secretary and treasurer. 

The executive committee for the 
ensuing year includes Chairman 
Harry A. Taylor, Plymouth Cordage 
Co.; Frank D. Winslow, Jones & 
Laughlin Steel Corp.; M. G. Lips- 
comb, Calvert & Lipscomb, and Le 
Grande D. Kelley, G. A. Kelley 
Plow Co. A new advisory board 
was named with L. S. Pickup, The 
Stanley Works, chairman; George 
C. Barton, Ames Baldwin Wyoming 
Co.; Harold V. Pate, American Mfg. 
Co.; L. L. Sullivan, manufacturers’ 
agent, and Dewey Godfrey, Reming- 
ton Arms Co. 

A total of 176 members in good 
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standing was reported at the meet- 
ing. Committee reports were made 
by Malcolm E. Reid, auditing; 
James Hutchinson, The Stanley 
Works, resolutions; and J. F. Box- 
well, Yale & Towne Mfg. Co., execu- 
tive and nominating. W. E. Love, 
first vice-president presided at the 
meeting in the absence of President 
Pickup. 

On Friday evening the Boosters 
were hosts to the entire Texas 
Wholesalers convention and _pro- 
vided a dinner-dance preceded by a 
cocktail party at the Buccaneer 
Hotel. Favors were also presented 
to the ladies attending and golf 
prizes supplied for the golf tourna- 
ment at the Galveston Country Club. 
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Easy to sell, handy to use 
Dixon’s Graph-Air Guns have 
1001 uses. Just squeeze. They 
squelch squeaks, remove rat- 
tles, stop binding, fight fric- 
tion by spraying Dixon’s 
Microfyne powdered flake lu- 
bricating graphite exactly 
where needed. No drip, no 
run, no gum. Unaffected by 
heat, cold, pressures, soivents. 
Nothing better ever found for 
easing and lubricating stick- 
ing locks. Two models, filled 
with Microfyne Powdered 
Graphite. 

DIXON’S JUNIOR GRAPH- 
AIR GUN (Flexophane) on 
attractive quick-sale display 
and instruction card—30c. 
DIXON’S GRAPH-AIR GUN 
(rubber), refillable type, lonz- 
lasting—75c. 

8-Time Refills—50c. 









GRAPH-AIR 
GUN 
RUBBER 





“JUNIOR” GRAPH-AIR GUN 














BELT LACING 





4, STEELGRI 





A stronger lacing for all types of 
belts. Put on with a hammer— 
easily penetrates the toughest belt. 
Clinches smoothly into belt, com- 
presses ends, prevents fraying, makes 
a permanent ‘‘humpless’’ joint. 
2-piece hinged rocker pins provided. 
8 sizes. In boxes, handy packages, 
partons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives—especially drives operating 
under outdoor conditions 


WIREGRIP 


BELT HOOKS 























Preferred be-, 
cause they are 
handled safely 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect alignment—every hook is 
used, no card waste. Fit Wiregrip 
or any other standard  lacers. 
Available in 6 sizes 


= 


A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right on 
the field. Get your share of this 
profitable market. 





























Write today for Catalog and Circulars 
tm 


“The Belt Lacing 
People” 
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WAGE-HOUR AMENDMENTS TO RECEIVE 
LITTLE ATTENTION IN CONGRESS 


Proposed additions to Fair Labor 
Standards Act stand slight chance 


of passage at the 


(Washington Bureau 

of HARDWARE AGE) 
Proposed amendments to the 
Fair Labor Standards Act, in- 
cluding one sponsored by Rep- 
resentative George P. Darrow, 
Republican of Pennsylvania, 
which would permit wholesale 
employers to continue working a 
maximum of 44 hours a week 
afier Oct. 24 provided overtime 
is paid at time and one-half, 
stand little if any chance of 
passing at this session of Con- 


gress. 

A bill identified as H. R. 5435 
and representing a number of 
amendments endorsed by Wage- | 
Hour Administrator Andrews was 
introduced in the early 
this year by Chairman Mary T. 
Norton, of the House Labor Com- | 
mittee. Described by Mr. An- | 
drews as necessary to improve 
the administration of the act, to 
provide flexibility, and to remove 
annoyances and hardships, the 
administration-endorsed amend- 
ments were soon followed by 
others which were subsequently 
characterized by Andrews as de- 
signed to “emasculate the act.” 

While the administrator never 
specifically condemned the Dar- 
row bill there was little doubt 
that he put all proposed amend- 
ments to the Wage-Hour law, 
other than those he had person- 
ally approved, in the same 
category, “ripper amendments,” 
which he said would rob more 
than 1,000,000 workers of the 
protection of the wage-hour law. 

There already have been pro- | 
tests from some members of Con- | 
gress that the Administration 
amendments were considered by 
the House Labor Committee in 
closed executive session. The 
strategy of Administration lead- 
ers include a plan to bring the 
bill before the House for action 
under suspension of the rules, 
which would preclude the offer- 
ing of amendments from the 
floor. On the other hand, those 
who seek to revise the bill along 
broader lines are anxious to have 
the House consider the bill under | 


House 
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present session 


a rule permitting amendments 
from the floor. 

If such a rule is obtained, Ad- 
ministrator Andrews and others 
have expressed fears that some 
members will press for exemp- 
tion of wholesalers, warehouse- 
man employees, clerical workers, 
cannery plant workers, miners, 
packers, sawmill workers, all 
telephone and telegraph workers, 
truckers and others. The result 
is that Administration forces, re- 
luctant to bring the bill out of 
c mmittee in the face of a grow- 


| ing list of amendments which are 


distasteful to them, will prefer 
to let the bill die in committee 
rather than risk what Mr. An- 
drews has called “emasculation 


| of the law.” 


Under the bill introduced by 


| Representative Darrow, wholesale 


employees would be allowed to 
continue working a maximum of 
44 hours a week after October 
24, at which time a maximum 
work week of 42 hours and a 
minimum wage of 30 cents an 
hour are scheduled to become 
effective. The Congressman has 
expressed the opinion that whole- 
salers will find it “impossible” to 
operate at less than 44 hours a 
week. 

“Practically all retailers are 
not subject to the provisions of 
the Fair Labor Standards Act of 
1938, inasmuch as they are en- 
gaged in intrastate business,” the 
Congressman said when he intro- 
duced his measure. “Most of 
them remain open over 50 hours 
a week and of necessity the 
wholesaler and distributor should 
observe hours somewhat in the 
same line. 

“Closing on Saturdays would 
be a detriment to the wholesaler 


and distributor, as a considerable | 


volume of business is transacted 
on week ends; ... To eliminate 


Saturday as a workday, or to | 
reduce the standard week in the | 


wholesale trade to less than 44 
hours would be an undue hard- 
ship and would penalize whole- 
salers and distributors by re- 


quiring the payment of overtime 
rates for a 44-hour week.” 

He told members of the House 
that in his opinion the present 
law was not aimed at the whole- 
saling and distributing trades in 
which he said labor conditions 
have been on a very high plane. 
The scale of pay in this field has 
always been high, he continued, 


served, and there have been no 
child-labor or sweatshop condi- 
tions. He added that the total 
remuneration of such employees 
throughout the year would be 
well over a similar figure for 
individuals working in manufac- 
turing and producing establish- 
ments in all parts of the country. 

The Administration remained 


whether it was going to propose 
any amendments to the wage- 
hour law and while it subse- 
quently proceeded with these 
moves cautiously, the inevitable 
happened and a _ barrage of 
amendments were set loose 
against the bill. 

Specific amendments recom- 
mended by the wage-hour admin- 
istrator included, among others, 
the following: 

1. An amendment to Section 
15 would authorize the adminis- 
trator to release goods produced 
in violation of the wage and hour 
standards from the prohibition 
against shipment or sale in inter- 
state commerce where the re- 
tailer or other person having the 
goods was found to have acquired 
them without knowledge of the 
violation. 

2. All employees receiving a 
guaranteed monthly salary of 
$200 or more would be exempted 
from the overtime pay _provi- 
sions. 

Other proposals in the Admin- 
istration measure would provide 
uniform hour exemptions for 
enumerated operations necessary 
in moving and preparing agri- 
cultural commodities; empower 
the administrator to make regula- 
tions covering industrial home- 
work and voluntary constant 
wage plans consistent with the 
overtime pay provisions; and 
permit special industry commit- 
tees to fix minimum wages for 
| industries in Puerto Rico and 
the Virgin Islands without regard 
to the wage minimum fixed by 
the statute. 








long hours have not been ob- | 


silent for several months as to | 





| 
| 
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SUPPLEE-BIDDLE APPOINTS 
TRADER AS TOY BUYER 
The Supplee-Biddle Hardware 
Co., Philadelphia, Pa., whole- 
sale hardware distributor, re- 
cently appointed Floyd F. Trader 





FLOYD F. TRADER 


as head of its toy department, 
embracing bicycles and other 
wheel goods and the major line 
of toys handled by the company. 
Mr. Trader has been affiliated 
with the company for more than 
18 years, having started with the 
company as assistant buyer. Al- 
though he has worked in many 
departments of the company he 
was until recently in the sales 
division of the company. Mr. 
Trader, who is well known and 
well liked in the trade, is well 
fitted for his duties as toy buyer 
because of his background of 
merchandising knowledge. 

The company has the franchise 
rights of the toy promotion, Billy 
and Ruth, in its territory. 


PERSONNEL CHANGES AT 
GLENWOOD RANGE CO. 


Malcolm Leach has been ap- 
pointed vice-president in charge 
of sales and development for the 
Glenwood Range Co., Taunton, 
Mass. He was formerly sales 
manager. William A. McDonald 
has been appointed sales man- 
ager. He has been New York 
state district manager for the 
last five years and before that 
was sales manager of the Fuller- 
Warren Co. 
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R. J. CORDINER WILL HEAD 
SCHICK DRY SHAVER, INC. 


Ralph J. Cordiner will on Aug. 
1 become president of Schick 
Dry Shaver, Inc., Stamford, Conn. 





R. J. CORDINER 


Mr. Cordiner is now manager of 
the appliance and merchandise 
department of the General Elec- 
tric Co. with headqugrters in 
Bridgeport. 

Mr. Cordiner has been closely 
associated with the 
electrical appliances for the past 
17 years. In 1923 he became as- 
sociated with the Edison General 
Electric Appliance Co., with 
headquarters in Portland, Ore. 
Five years later he became North- 
west manager, and in 1930 moved 
to San 


selling of 


Francisco to become 
Pacific Coast division manager. 
When the heating device sec- 
tion of the Edison General Elec- 
Appliance Co. 
ferred from Chicago and consoli- 


tric was trans- 
dated with the company’s mer- 
chandise department at Bridge- 
port in 1932, Mr. Cordiner went 
with it as manager and chairman 
of the management committee. 
Two later he was ap- 
pointed assistant manager of ap- 
pliance sales, and in 1935 be- 
came manager of the radio 
division. A year later he was 
promoted to assistant manager of 
the appliance and merchandise 
department, and since Jan., 1939, 
has been its manager. At that 
time he named _ chair- 


years 


was also 


JULY 





1939 





13, 


| F. Mossberg & Sons, 


man of the appliance sales com- 
mittee. 


The 


Monowatt 


Electric Supply Corp. at Bridge- 
port, and the General 
Contracts Corp. of New York. 


PIERSON NOW WITH 
MOSSBERG & SONS 
Walter Pierson has joined O. 
Inc., New 


Haven, Conn., in a general execu- 





tive and sales capacity. Mr. 
Pierson was for 20 years con- 
nected with the Marlin Firearms 
New Haven, recently as 
sales manager. and has a wide 
acquaintance in the trade. 


Co., 


WILLIAMS IN INDIANAPOLIS 
FOR REPUBLIC STEEL 


M. A. Williams has been ap- 
poimted district sales manager in 
the Indianapolis territory for the 
Republic Steel Corp., Cleveland, 
Ohio. Mr. Williams has been in 


charge of Union Drawn Steel 


| Division sales in the same terri- 


tory having been made Union 
Drawn Steel Co. district 


manager there in 1927. The two 


| positions will be combined. 
Mr. Cordiner is a director of | 


Corp. of Provi- | 
dence, the Warren Telechron Co. | 
| of Ashland, Mass., the General | 


Electric | 





NEW REPRESENTATIVE FOR 
COLUMBUS McKINNON 
CHAIN 

Don S. Brisbin, vice-president 
and general sales manager of 
the Columbus McKinnon Chain 
Corp., and the Chisholm-Moore 
Hoist Corp., Tonawanda, N. Y., 
has announced the appointment 
of R. H. Whittemore as sales 
representative out of their New 


York office. 


TWO NEW SPEED QUEEN 
FACTORY AGENTS NAMED 


Verne F. Hannon, sales man- 
ager of the Barlow & Seelig Mfg. 
Co., Ripon, Wis., manufacturer 
of Speed Queen washers and 
ironers, announces the appoint- 
ment of L. J. Bradley for the 


Detroit, Mich., area and J. C. 
Wogan, Jr., for southern Cali- 
fornia. Mr. Bradley and Mr. 


Wogan will operate as direct fac- 
tory representatives. 


HUFF GENERAL SALES MANAGER | 
FOR THOMAS LAUGHLIN CO. | 


| Cornice Co., Cincinnati, Ohio, in 
| Iowa, excluding the river towns, 
| Nebraska, Kansas, Missouri with 


Donald S. Laughlin, president 
of The Thomas Laughlin Co. 
Portland, Me., manufacturer of 
drop forged steel and bronze in- 
dustrial and marine hardware, 
announces the appointment of 
D. W. Huff as general sales man 
ager with headquarters in Port 
land. Mr. Huff began his busi 
ness career in Chicago in 1919 
with the W. D. Allen Mfg. Co. 
In 1922 he was given a city sales 
territory. Four years later he ac 
cepted a sales position with the 


| W. O. Barnes Co., of Detroit, and 


was put in charge of the St. Loui- 
territory. 

In 1928 he returned to Chicago 
to be in charge of that territory 
for the same company, work 


ing through Higgins-Linde, Inc.. 
which firm was acting as exclu- 
sive sales agents for Barnes. In 
1933 he began devoting his entire | 
time to the sale of all the lines 








D. W. HUFF 


represented by Higgins-Linde. 
Inc., in the Middle West. The 
Thomas Laughlin Co. was one of 
those manufacturers represented. 





sales 


} 








BRUNHOUSE HEADS SALES 
FOR STEWART-WARNER 
RANGES 


Appointment of Robert 3. 
Brunhouse as sales manager of 


the recently created Stewart- 
| Warner electric range division 
been announced by F. A, 


| has 


| Hiter, vice-president and general 





| liance Bldg., 


sales manager, Stewart-Warne! 
Corp., Chicago, Ill. The range 
division, which was previously 
operated as part of the Stewart- 
Warner appliance division, was 
recently designated as a separate 
sales unit. 

Previously included in the 
Stewart-Warner appliance 
sion, under the sales management 
of J. F. Ditzell, the electric range 
division has been designated as a 
separate sales unit in the organi- 
Stewart-Warner electric 
water heater sales will also be 
directed by Mr. Brunhouse. In- 
creased sales of Stewart-Warnetr 
electric ranges and water heaters 
has necessitated the setting up of 


divi- 


zation. 


a separate factory and field or- 
ganization to handle efficiently 
this 


increased business. 


CUSACK AND HARMAN TO 
REPRESENT WITT CORNICE 


Cusack and Harman, manufac- 
turers representatives of 518 Re- 
10th and McGee 
Sts., Kansas City, Mo., have been 
appointed to represent The Witt 


the exception of St. Louis, Okla- 
homa and Arkansas. 

Messrs. Cusack and Harman 
formed their” sales company in 
1932. Prior to that Mr. Cusack 
was with Richards & 
Hardware Co. as buyer and final- 
ly as sales manager. Mr. Harman 
was with the Simmons Hardware 
Co., St. Louis, the Wyeth Hard- 
ware & Mfg. Co., of St. Joseph, 
Mo., and lastly in charge of the 
St. Louis branch of the Reming- 


Conove1 


ton Arms Co. 

ARNOLD MANAGES 
OKLAHOMA CITY 
HARDWARE CO. 

Robert Arnold has been made 
general manager of the Oklahoma 
City Hardware Co., Oklahoma 
City, Okla. 





HARDWARE GOLF ASSOCIATION | 


The Hardware Golf Associa- 
tion will hold its fourteenth an- 
nual 
to 16, 1939, at the Elms Hotel, 





GEORGE H. HALPIN 


Excelsior Springs, Mo. R. A. 
Sundvahl, The Corbin Screw 
Corp., 321 W. Randolph St., Chi- 
cago, is secretary of the asso- 
ciation. 

Arrangements for this year’s 
tournament were made at the 
directors’ meeting, June 16, in St. 
Paul, Minnesota. The directors 
were entertained by George H. 
Halpin, The Minnesota Mining 
& Mfg. Co., and president of the 
association. Mr. Halpin was bost 
at a luncheon and golf party at 
the White Bear Country Club, 
White Bear Lake, Minnesota, and 
at a boat trip up the Mississippi 
in his power cruiser. Refresh- 
ments and dinner were served 
while at anchorage and the re- 
turn trip was made by moon- 
light. On the second day of the 
directors’ meeting, Mr. Halpin 
continued his entertainment with 
a buffet luncheon at his home, a 
round of golf and dinner at the 
country club where details for 
the tournament were completed. 

On the information that the 
golf course has been greatly im- 
proved making it possible to 
speed up play, it was decided to 
raise the limit of golf players to 
six flights of 32 each with a past- 
presidents’ flight of eight. Thus 
a total of 200 players will be pos- 
sible instead of the previous limit 
of 176 players. The fee for golf 
playing membership will be $5.00 
for each player and is limited to 
representatives of hardware or 
mill supply associations and to 
manufacturers who are members 
of hardware manufacturer asso- 
ciations. Those wishing to attend 
the tournament but as non-golf- 
ers are eligible for a non-golf 
membership at the fee of $3.00 
per person. 


60 


golf tournament, Sept. 14 








TO PLAY SEPT. 14 TO 16 | 


The greens’ fees at the golf 
club will be $3.06 for the three 
days of golf, payable in advance 
at the office of the golf club be- 
fore starting the qualifying round. 
Hotel rates for two in a room 
with connecting bath will be $6.75 
each per day including meals 
with luncheon either at the golf 
club or at the hotel. For one in 
a single room the rate will be 
$8.00 a day. For connecting par- 
lor room next to sleeping room 
with either one or two persons, 
there is a minimum charge of 
$7.00 for the parlor. Larger par- 
lors have a somewhat higher rate. 

As usual, the qualifying round 





of 18 holes can be played any 


time on Thursday, Sept. 14. 


Qualifying score must be turned | 
in not later than 6.00 p. m. All | 


pairings and starting times for | 
each foursome in each flight will | 
be posted by 10.00 p. m. that | 
evening. A free buffet luncheon, 
beer and floor show will be held 
in the banquet room at that time 
also. 

The first three match rounds 
will be at nine holes each played 
on Friday. Semi-final and final 
rounds in each of the main and 
consolation flights will be played 
Saturday morning and afternoon. 
On Saturday evening the annual 





banquet and meeting will 
held and all prizes distributed. 
Prizes will be awarded to all 
who register for golf and con- 
tinue play to the end of the 
tournament. 

Invitations 


with registration 





R. A. SUNDVAHL 


cards will be mailed early in 
July by Mr. Sundvahl, and it 
is requested that registrations 


and membership fees for golf 
be sent to the secretary so as to 
reach him not later than Sept. 9. 
No golf registrations will be ac- 
cepted after that date. 
reservations should be made 


through Dietz Lusk, 621 E. 70th 
Terrace, Kansas City, Mo. 


QUAKER CITY RUBBER ANNOUNCES 
EXECUTIVE AND SALES CHANGES 


R. P. Bremer, president, Quaker 
City Rubber Co., Philadelphia, 
Pa., manufacturer of hose, belt- 
ing, moulded goods and packings, 
has announced several executive 
and sales changes in its per- 
sonnel. R. S. Wharton, former 
general sales manager has been 
made vice-president in charge of 
sales. George C. Johnson, for- 
mer manager of the Chicago 
branch has been appointed gen- 
eral sales manager. W. E. Cox 
has been made assistant sales 
manager. His new duties are in 
addition to those as advertising 
and sales promotion manager. 

The Chicago branch will now 
be in charge of H. C. Heine, 
manager, who has been with the 
Quaker for 14 years under Mr. 
Johnson. Elmer Asbridge will 
be the assistant branch manager. 
H. M. Sossaman has been ap- 


pointed manager of the new 
branch at Houston, Tex. 
To serve better the Central 


West, composed of the states of 
Colorado, Illinois, Indiana, Iowa, 
Kansas, Michigan, Minnesota, 
Missouri, Montana, Nebraska, 
North and South Dakota, Wis- 
consin and Wyoming, the Chi- 
cago branch has been moved to 





a new and greatly enlarged 
building at 2035 South Michigan 
Ave. The entire building is used 
for offices and warehouse stock. 

For the Southwest, embracing 


Arkansas, Louisiana, Mississippi, 


New Mexico, Oklahoma and 
Texas, a new branch office has 
been opened at 201 San Jacinto 
St., Houston, Tex., where a rep- 
resentative amount of mechanical 
rubber goods is carried. 


FIXTURE HARDWARE FIRM 
OPENS NEW YORK OFFICE 


The Capitol Hardware Mfg. 
Co., 865 N. Sangamon St., Chi- 
cago, Ill., manufacturer of store 
fixture hardware for show cases, 
refrigerator cases, baker cases, 
wire shelves and reflectors, has 
opened a sales office and ware- 
house at 54 Prince St., New York 
City. In charge of this office will 
be Walter Pardes, as sales super- 
visor. Mr. Pardes was formerly 
with the Garden City Plating & 
Mfg. Co. A complete catalog on 
hardware and reflectors is avail- 
able through this new office. 


be | 
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| Club, 








HARDWARE MAN WINS IN 
KELVINATOR CONTEST 


William Tyner of the Richards 
& Conover Hardware Co., whole- 
sale hardware firm of Oklahoma 
City, Okla., was the winner of 
the grand award in the “Silver 
Jubilee Dealer-Getting Contest,” 
sponsored by the Kelvinator Di- 
vision, Nash-Kelvinator Corp., 
Detroit, Mich. In all, 148 cash 
prizes are going to wholesale men 
in all parts of the country who 
qualified in the contest. Winners 
of the second and third national 
prizes were respectively Wilbur 
Hawkins of the Eastern Co., 
Cambridge, Mass., and Joe Plea- 
sants of the Carolina Sales Co., 
Greenville, N. C. 


KEYSTONE STEEL & WIRE 
FETES 25-YEAR CLUB 
The Keystone Steel & Wire 
Peoria, Ill. which was 
founded 50 years ago, gave a 
dinner Friday evening, June 16. 


| at the Pere Marquette Hotel, 


Peoria, for the Keystone 25-Year 
composed of employees 
who have been with the com- 
pany 25 years or longer. 

In a booklet commemorating 


| the dinner, W. H. Sommer, presi- 


All hotel | dent of the company and son of 


the founder, Peter Sommer, pub- 
lished an article telling of the 


| beginning of the Keystone Busi- 
' ness a half century ago. 


Peter Sommer was a struggling 
farmer in Tazewell County, IIl., 


| and one of his problems was the 


building of a fence. The first 
wire fence was made by stretch- 
ing smooth wires, graduated in 
spacing, and fastening the stay 
wires to the strand wires with 
washers. The device for mak- 
ing this fence consisted of a bar 
of hardwood with bolts or pins 
properly spaced between, and a 
special hooked bar which made 
a crimp in the strand wires. 
Washers were then slipped over 
the crimp and a stay wire in- 
serted from the top. The crimps 
were then reduced in depth and 
a slight crimp also put into the 
stay wire. This fence did not 
prove entirely satisfactory so a 
further development consisted of 
twisting the stay and strand wires 
together, which was the develop- 
ment that finally resulted in the 
construction of a machine for the 
making of the first Keystone 
woven wire fence. At first Peter 
Sommer made fence only for him- 
self and neighbors, but the busi- 
ness grew rapidly, resulting in 
three different locations during 
the company’s 50 years of ex 
istence—the first move to Tre- 
mont in 1891, then to Peoria in 
1895 and then in 1901 to the 
present site in South Bartonville, 


Il. 
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JACUZZI DEEP WELL 
INJECTOR PUMPS 


Now Ready for National Distribution 
Over 15,000 in Use Since 1924 


















THE ORIGINAL 
JET PUMP 





























Patent numbers 1758400, 1929496 
2150799—others pending. . 





The fastest selling fine of Domestic 
water pumps on the market. 


Dealers and Distributors the country 
over are switching to the Jacuzzi 
Injector Pumps. 


Greater Sales 
and More Profit 


@ For deep or shallow wells. 

@ Sizes: % to 10 H.P. inclusive. 

e Engineered for maximum effi- 
ciency. 

@ No mechanical working parts in 
well. 





TREN Seed 





@ Speeds: 1450, 1750 to 3450 RPM. 
@ Pump may be offset from well. 
@ Durable—Economical—Reliable. 
@ Compact—Simple—Quiet. 

Be first in your territory with a re- 
liable and time-tested product. You 
can depend on the performance and 
quality of Jacuzzi Pumps. Many in- 
jector pumps are now being intro 
duced, but very few can offer the 
advantages of the original jacuzzi 
Injector Pumps. 

Best adapted for pressure system 
and air conditioning. 

Write today for descriptive bulletins 
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JACUZZI BROS., Inc. 
BERKELEY CALIFORNIA | 
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H. C. BROKAW 


City, June 20-21. Enthusiasm was 


particularly high when it was re- 
ported that figures for the first 
five months of 1939 showed pro- 
duction was at an all-time high, 
or better than 40 per cent ahead 
of the same period in 1938. Ap- 
proximately 95 per cent of the 
industry was represented by the 
members who attended the C.T.A. 
meeting. Allied associations-—The 
Bicycle Manufacturers Associa- 
tion, The Cycle Parts & Acces- 
sories Association and the Cycle 
Jobbers Association also met. 
Emphasis was placed on the 
fact that interest in cycling is 
increasing among adults as well 
as youngsters because of the plea- 
sures and economy of this health- 
ful exercise. The opening day 
the three allied organizations held 
meetings, a general meeting of 
the C.T.A. being held on Wednes- 
day. H. C. Brokaw, Shelby Cycle 
Co., Shelby, Ohio, president, 
C.T.A., presided at the C.T.A. 
session. A banquet, concluding 
the convention, was held Wed- 





40‘ GAIN IN BICYCLE PRODUCTION 
REPORTED AT C.T.A. CONVENTION 


Optimism was prevalent at the | nesday night at which time Col. 
summer meeting of The Cycle | Dewitt Page, New Departure Mfg. 
Trades of America, Inc., held at | Co., Bristol, Conn., was presented 
the Commodore Hotel, New York | with a silver plaque as a token 


of appreciation for his many years 
of promoting the bicycle industry. 
Officers of the C.T.A. and the 
| three allied groups, elected at the 
| winter meeting held last January, 
| continue in office until the next 
| winter session of the associations. 
| Mr. Brokaw is president of C.T.A. 
| Other officers are: first vice-presi 
dent, Horace Huffman, Huffman 
Mfg. Co., Dayton, Ohio; second 
vice-president, N. R. Clarke; trea- 
surer F, A. Baker, F. A. Baker 
Co., New York City; secretary, 
N. C. Cohen, Rhode Island Cycle 
Co., Providence, R. I., and as- 
sistant treasurer and 
| E. H. Broadwell. 
| Officers of the Bicycle Manu 
| facturers Association are: presi- 
| dent, Horace Huffman, Huffman 
Mfg. Co., Dayton, Ohio ; vice-pres 
ident, M. P. Rieger, Arnold, 
Schwinn & Co., Inc., Chicago; 
secretary-treasurer, A. H. Mell 





manager, 





HORACE M. HUFFMAN 





man, Cleveland Welding Cov., 
Cleveland. The Cycle Parts & 
AccessorieS Assn. officers are: 


| president, C. B. Williams, Wil 
|liams Steel Wheel & Rim Co., 
| Utica, N. Y.; vice-president, 
| H. C. Abbott, Hartford Steel Ball 
| Co., Hartford, Conn.; treasurer, 
| E. J. Lobdell, Lobdell Emery 
| Mfg. Co., Alma, Mich.; secretary, 
| George Zahn, Stewart - Warner 
Corp., Chicago, Ill. Officers of the 
jobbers association are: president, 
N. C. Cohen, Rhode Island Cycle 
Co., Providence, R. I.; vice-presi- 
dent, H. P. Hansen, Chicago 
Cycle & Supply Co., Chicago, IIl.; 
treasurer, F. A. Baker, F. A. 
Baker & Co., New York City; sec- 
retary, Alec Scaison, Progressive 
Cycle & Auto Supply Co., New 
York City. 





E. H. BROADWELL 
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DISCARD UNDISTRIBUTED PROFITS TAX | 
IN NEW BILL PASSED BY CONGRESS 


Bureau 
AGE) 


( Washington 
of HARDWARE 


rhe undistributed profits tax, | 
assailed by business and some 
Congressional members alike as 
a business deterrent but identi- 
fied until recently as part and 
parcel of what the White House 
regarded as a necessary part of 
the tax laws, has been thrown 
out the window by Congress | 
which approved in less than five | 
days the $1,644,300,000 corporate | 
tax bill. 

With the approval of the Presi- | 
the measure 





will remove | 
the much-criticized undistributed 
profits tax and substitute a flat | 
income rate of 18 per cent on| 
corporations having net incomes | 
of more than $25,000 a year; but 
the present rates on corporations 
having incomes of less than $25,- 
000 will be retained. Nuisance 
taxes, which were due to expire 
June 30, and the corporation tax 
structure, scheduled to expire 
Dec. 31, are renewed for another 
two-year period by the bill. 
The approved tax bill is gen- 
erally expected to raise within 
$25,000,000 to $30,000,000 of the 
amount accruing annually under 
the existing law, depending upon 
whether business improves. While 
opinions expressed in Congress 
differed on the matter, the Trea- 
sury was known to feel satisfied 
with the anticipated tax yield 
under the new measure. 
Meanwhile, Senate Majority 
Leader Barkley proposed the | 
creation of a joint congressional | 
committee whose job would be 
to study the entire tax structure | 
during the recess and to come 
back next year with the idea of 
revamping the whole structure. 
It was his view that such a 
program as that proposed by 
Senator La Follette, Progressive 
of Wisconsin, designed to broad- 
en the income tax base, and a 
study on the relationship between 
state and federal texation ought 
included in the survey. 
The White House has recently 
expressed the opinion that the in- 
come tax base should be broad- 
ened but at the same time issued 
a warning not to expect much in 
the way of additional revenue. 


lent, 





| 


to be 





Editorials which that 
broadening the income tax base 
would pay off the national debt 
were characterized by the Presi- | 
dent as so much ret. It was Mr. 
Roosevelt’s view that the cost of 
collections would take up 
of the added revenue. 

In addition to killing the last 
remnant of the controversial 244 
per cent undistributed profits tax, 
the measure makes these changes | 


assume 


most 


62 


in the corporation tax structure: 


1. Beginning next Jan 1, cor- 
porations can carry over their 
net operating business losses 


for a two-year period; 

2. Corporations can increase 
but not decrease their capital- 
stock tax valuations for the fiscal 
years ending June 30, 1939, and 
June 30, 1940. The present law 
permits a new declaration of 
value by either raising or lower- 
ing capital stock value for capi- 
tal-stock tax purposes for the 
fiscal year ending June 30, 1941; 

3. While it retains existing 
rates for corporations having in- 
comes of less than $25,000, a 
safeguard is provided to prevent 
corporations having incomes for 


}example of $25,001 from suffer- 


ing a tax jump of $900 because 
of the sharp increase in the rate 
from 16 to 18 per cent. 


1. Taxed at a flat rate of 18 


per cent regardless of the amount 
of their income will be foreign 
corporations engaged in a trade 


or business within the United 
States, and mutual investment 
companies. Foreign corporations 
not engaged in business within 
the United States are taxed at the 
rates provided for in the present 
law. 

5. Special treatment accorded 
corporations in bankruptcy or re- 
ceivership, joint-stock land banks 
and rental housing corporations 
because of the undistributed 
profits tax will be abandoned so 
that they receive the same treat- 
ment as other corporations; 

6. Except for domestic and 
foreign personal holding com- 
panies, the $2,000 limitation ap- 
plicable to capital losses of cor- 
porations under existing law has 
been repealed and instead capital 
held for more 
than 18 months, to be applied in 
full against ordinary net income 
for the taxable year in which the 
loss was realized, will be allowed. 


losses on assets 





CLIFFORD OF REPUBLIC 
HAS ADDED DUTIES 


George E. Clifford, who has 
been Republic Steel Corp. dis- 
trict manager in the Los 
Angeles district office, has been 
placed in charge of the consoli- 
dated sales organization of the 
Union Drawn Steel Division, Los 
Angeles, with the Los Angeles 
district sales office of Republic. 

Arthur C. Geldner, formerly 
district sales manager for the 
Union Drawn Steel Division, is 
now assistant district sales man- 


sales 


| ager of the combined organiza- 


tion. 


NEW YORK METAL JOBBER 
MOVES TO NEW OFFICE 


The Atlantic Brass & Copper 
Co., wholesaler of metals, has 
moved its office and warehouse to 
73 Warren St., New York City. 
The company handles _ sheet 
aluminum, brass, copper, steel, 
and zinc, and also circles in 
various sizes and metals. 


1400 Dealers View “Never-Lift”’ Iron 


As an opening to a promotional 
campaign, 1.400 were 
feted at a dinner and entertain- 
ment, held June 28, at the Penn 
Athletic Club in Philadelphia by 
the Proctor Electric Co. of that 
city. The guests were given a 
preview of the “Never-Lift” iron, 
which by built-in 


dealers 


means of a 


stand, eliminates the necessity of 
lifting or tilting the iron, those 
operations being performed auto- 
matically. 

Dealers viewed an entertaining 


playlet which drew a_ contrast 
between the new Proctor “Never- 
Lift” and other irons. This was 
followed by a dramatization in 
which an actual store demonstra- 
tion and sale took place. The 
salesman “sold” a_ particularly 
tough prospect and the assembled 
dealers got some excellent tips on 
using the proper technique. Then 
there were slides that showed the 
most important features of the 
new iron and explained how they 
work. Reproductions of some of 





the advertisements to be used in 
the newspaper advertising cam- 
paign were also shown on the 
screen. 

The rally was brought to a 
close with the serving of refresh- 
ments and dealers enjoyed so- 
ciable chats while they examined 
the various display, and other 
promotional material that will be 
used during the campaign. Direct- 


ing the huge preview meeting 
was Charles P. Culbert, sales 


manager, Proctor Electric Co. 





Some of 1,400 dealers, guests of the Proctor Electric Co. at its mammoth preview of 
the “Never-Lift” iron held, June 28 in the Penn Athletic Club, Phila., Pa. 


Dinner, entertain- 


ment and dramatic sales presentations were the order of the day. 
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S. HORACE DISSTON ELECTED PRESIDENT 
OF HENRY DISSTON & SONS, INC. 


Ata meeting of the board of | factory cover 65 acres of ground | 


directors of Henry Disston &/ in the Tacony section of Phila- 
Sons, Inc., 
held June 28, 1939, important| company are at Seattle, 
Wash.: Toronto, Canada, and 
| Sydney, New South Wales. 
The business also has branch 
sales offices at Portland, Ore.: 
San Francisco, Cal.; Vancouver, 
|B. C.; Chicago, Ill.; Detroit, 
Mich.; Boston, Mass.; Memphis, 
Tenn., and New Orleans, La. 


1940 CONVENTION OF 

TEXAS DEALERS 

The Texas Hardware and Im- 
| plement Assn. will hold its 42nd 
annual convention and_ exhibit, 
Jan. 23, 24 and 25 at the Adolph- 
us Hotel, Dallas, Tex. Dan 
Scoates, College Station, Tex., is 
secretary-treasurer of the associa- 
tion. oe 

COLUMBIAN ROPE Co. 
executive personnel changes were| MAKES SERVICE AWARDS 
made. Henry Disston, who | 
since 1929 has been president 
of the company, was made 
chairman of the board. 





S. HORACE DISSTON 


watches was the high-light of a 
banquet given “old timers” of the 
SH Djsst : . | Columbian Rope Co., Auburn. 
S. Horace Disston, vice-presi-| yoy on J STE mpage 

: : N. Y., on June 14. With S. W. 

dent, and who, since April, 1936, 


has been vice-president and gen- 
eral manager, was elected presi- 
dent. William D. Disston, now 
hecomes vice-president in charge amused the guests with singing 
of purchases, sales engineering ail denciag.. = 
and new products developments, Rech: your & deep group of 
and Jacob S. Disston, Jr., who employees a Sd those who 
since 1933 has had charge of have completed five or a multiple 
sales and sales promotion, con- of five years of service with the 
emneet ae charge of these depart- company are feted and awarded 
mental activities. service pins. Pins are different 
Other officers of the company | for each period. Those with long 
are: William S. Armstrong, baal employment records receive pins 
president and secretary in charge studded with gems. 
of finance and accounting; R. T. H. CG. Metcalf 
Malle, vice-president in charge of : ‘ta tre ; 
manufacturing operations; 
Charles P. Smith, comptroller; 
E. H. Biemuller, treasurer; R./ extent. Service pin awards were 
W. Steechley, assistant secretary presented for units of 45, 35, 30. 


and treasurer, and J. B. Mickle, 25, 20, 15, 10 and 5 years of 
cashier. 


: ‘ . |employment. Nearly one-half the 
5. Horace Disston started in number of people employed by 
1899 in the factory where he the company boast service rec- 
spent 11 years 2 the saw and ords of 10 years or more. So far 
file shop after which, in 1910, he 111 employees have received 


was brought into the office where watches for having been with the 
he handled various duties until 
1921 when he was placed in 
charge of hardware sales. His 
experience in factory production, 
sales and the general manage- 


Metcalf officiating as toastmaster, 
the annual event was held in the 
Columbian Cafeteria. 
dinner, professional entertainers 


president. 


those employees whose employ- 
ment records were 25 years in 


company 25 years or longer. 


CLAM BAKE, JULY 29 


Philadelphia, Pa., | delphia. Other factories of the | 


The presentation of 13 gold | 


During | 


awarded the gold watches to | 


HARDWARE SQUARE CLUB'S | 


ment of the business makes him The Hardware Square Club | 


well-fitted to assume the duties} will hold an old-fashioned clam 


which attend the presidency of | bake and games at Water Witch. | 


a concern of this character—a}|N. J., Saturday, July 29. While 
business which will reach its| no tickets are being sold, mem- 
100th anniversary in 1940. He is| bers of the hardware trade who 


well known in the hardware in-| wish to attend may d» so at a | 


dustry and served two terms as | cost of $3.00 by getting in touch 
president of the American Hard- | with Ralph S. Allen, secretary of 
ware Manufacturers  Associa-| the club. Mr. Allen’s address is 
tion, Inc. the Diamond Expansion Bolt Co.. 





The company’s main office and! 48 West Broadway, New York. 
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coming m 
NIGHT LATCHES 


Moving time is just ahead, with a promise of good lock business 

for dealers who can handle it. Many of your own customers will 
| soon be buying new latches for their new homes. They'll be glad 
to find you with a good stock of these famous ILCO locks, with 
their extra security and modern attractive appearance. Now is 
the time to stock up on them and prepare to ring up additional 
sales. Write today for complete details. 





No. 222—Modernistic design, handsome black and polished brass 
trimming, accurate pin tumbler cylinders with reversible latch bolt. 


No. 255—Extra rugged in 
appearance, yet replaces any 
standard back set model. 
Furnished with cast brass pin 
tumbler cylinder. Finished in 
black with polished brass 
trimmings. 

No. 256 has die-cast cyl- 
inder. 





No. 241 — Tubular type 
tim night latch, disc-tum- 
bler cylinder, unusually at- 
tractive finish. (Not illus- 
trated) 













ILCO KEY 
BLANKS 


See us first. We 
maintain an ex- 
tremely large as- 
sortment at all 
times, and can 
fill orders from 
stock. 





No. 210S—New modern design—black and 
polished brass finish. Low in price, but affords 
real security. 


INDEPENDENT 








LOCK COMPANY 


Fitchburg, Mass. 





Branches in all Principal Cities 











FHA MODERNIZATION LOANS WILL BE 
EXTENDED FOR TWO YEARS 


For the next two years the build- 
ing industry may still benefit 
from the FHA Insured Modern- 
ization Loan Plan (Title I), be- 
cause of new Federal legislation 


which went into effect July 1. 
1939. 

FHA continues to insure 
modernization loans made by 


qualified lending institutions. But 
the new amendments to Title I 
of the National Housing Act 
change several details of the 
FHA Plan. Industry will prob- 
ably be most interested in the 
maximum amount which may he 
borrowed and in the number of 
years a loan may run. 

The top loan is now $2,500. If 
the loan is to be used for altera- 
tions or repairs the longest term 
is three years. Both limits are in 
line with present lending prac- 
tice. If the loan is to be used 
for constructing a new resi- 
dential or farm building, the 
term may be as long as 10 years. 
This longer term, however, does 
not apply to loans for other new 
construction such as garages, 
wayside stands, etc., which come 
under the three-year limit. 

Another point of interest in 
the new amendments is the in- 
surance premium charge (%4 per 
cent on modernization loans and 
% per cent if the loan is used for 
new residential construction). 
This charge is to be borne by the 
lending institution and does not 
increase the cost of the loan to 





the borrower. The maximum 
finance charge remains $5 per 
$100 for modernization loans and 
$3.50 per $100 for new residen- 
under Title I. 

As in the past, modernization 
loans will be available to respon- 
sible prospects with good credit 
standing who wish to fix up their 
homes by making repairs or cer- 
tain “permanent” improvements. 
Renters, as well as owners, may 


tial construction 


modernize on this plan if they | 


hold sufficiently long leases. 

Repairs, redecorating, remodel 
ing, landscaping, and 
types of permanent installations 
and built-ins may be paid for 
with FHA-insured Modernization 
Loans. In addition, new  struc- 
tures may be built. 

A partial list of “eligible” 
equipment follows. If a specific 


various | 


ruling is desired about any 


scriptive, illustrated 


should be 


Washington, D. C. 


EMILE BIZET HEADS 
LOUISIANA ASSN. 


Emile Bizet, Shreveport, La., 
was elected president of the 
Louisiana Retail Hardware Assn. 
at the close of its two-day con- 
vention at Alexandria, La.. June 
18. Also elected were: Harold 
| Lagarde, New Orleans, first vice- 
| president; T. C. Brister, Alex- 
andria, second vice-president; D. 
| 0. Mansfield, Alexandria, secre- 

tary-treasurer. New members of 
| the board of directors are: W. D. 
| McCormick, Oak Grove; J. S. 
Jackson, Denham Springs; Fran- 
| cis Voorhies, New Iberia, and A. 
| A. Kussman, New Orleans. 


American Cabinet Hardware Corp. 
Holds “Booster”? Sales Convention 


Sales representatives of the 
American Cabinet Hardware 
Corp., Rockford, Ull., from all 
over the United States met June 
7 and 8 in the company’s home 
city for a “Booster” sales meet- 
ing. Following a factory tour 
which consumed most of the first 
morning, a luncheon was held at 
the Hotel Faust and a complete 
was 


business session 


afternoon 
devoted to discussions of prod- 


ucts. A short evening session was 
given over to “industrial selling” 
and the next morning a “package 
hardware sales clinic” was held. 

Keynote addresses 
livered by G. W. Aldeen, presi- 
dent, R. A. Aldeen, secretary and 
treasurer, L. J. Bernatz, vice-presi- 
dent in charge of sales, M. C. 
Dunberg, assistant sales manager 
and F. Engstrom, advertising 


were de- 





manager of the company. 


questionable item, the request, 
preferably accompanied by de- | 
literature, 
forwarded to the 
Federal Housing Administration, 


PHILCO’S 1940 RADIOS 
SHOWN ON WEST COAST 


The first showing of the new 
!940 models of Philco radios by 
Thompson & Holmes, Ltd., San 
Francisco, northern California 
distributors, attracted over 300 
dealers to the evening dinner 
meeting held on June 20 in the 


| Mart Club Dining Room of the 


Western Merchandise Mart, San 
Francisco. 

Robert E. Crane, secretary of 
Thompson & Holmes, Ltd., pre- 
sided as chairman. The speakers 
were: N. J. Etienne, recently ap- 
pointed Philco sales manager of 
Thompson & Holmes, Ltd.; J. M. 
Skinner, Jr., assistant to —the 
president of the Philco Radio & 
Television Corp., Philadelphia, 
Pa., manufacturer of Philco 
radios and home appliances, and 
Harry Boyd Brown, Philco na- 


| tional merchandise manager. 


In his address covering the 


| highlights of the new Philco line 


of radio receivers, Harry Boyd 
Brown said Philco has capital- 
ized on the universal and expec- 
tant interest in television by 


| equipping each 1940 Philco set 





to receive television sound. . . 
by wireless . . . through remote 
control from the television pic- 
ture receiver which the purchaser 
may secure at some later date 
without any fear of obsoleting his 
sound receiver. 

Following the addresses, Cliff 
S. Bettinger, Pacific Coast divi- 
sion manager for Philco, pre- 
sented the new 1940 Philco line 
to the dealers. 





Left to right—front row: Swan Broman, G. B. McKinley, E. S. Wettergren, E. F. Rathke, Thorsten Erickson, David Broman, 
E. M. Borchers, J. A. Quimby, Ralph Elkvall, S. Linderoth. Second row: A. W. Anderson, J. E. Hartwig, D. O. Anderson, F. Eng- 
strom, L. J. Bernatz, G. W. Aldeen, R. A. Aldeen, R. D. Boeskool, C. V. Forslund, E. A. Postlewait. Third row: E. G. Weich- 
mann, R. H. Campbell, E. A. Leahy, G. A. Gregg, P. C. Penn, John Fox Wood, F. E. Meyer, R. G. Frankenberg, R. E. Feeney, 
G. W. Brace. Top row: L. A. Wood, M. C. Dunberg, W. C. Judy, J. P. Noftzger. 
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SIX CARLOADS OF STOVES SOLD 


IN KOKOMO DURING GLOBE WEEK 


June 12 to 17 was 
Week” and “Dutch Oven Days” 
in Kokomo, Ind., when the Globe 
Stove and Range Co., which has 





ALDEN P. CHESTER 


been in business there for more 
than 50 years, launched its new 
line of stoves and ranges. The 
result was that a town of 32,000 
people had bought $30,000 worth 
of stoves in the middle of June! 
The average purchase involved 
$128.86. The total amounted to 
six carloads of stoves and of 249 
units sold, 71 were for 
diate delivery. 

Early in May Alden P. Ches- 
ter, vice-president and general 
manager of Globe set the cam- 
paign in motion. A dinner meet- 
ing was arranged to Which were 
invited the leading business and 
civic leaders of Kokomo, officials 
of union organizations, executives 
of the Chamber of Commerce, 
representatives of the city admin- 
istration, the press and the mer- 
chants of the communiy. The 
upshot was that committees were 
named to get behind Globe’s pro- 
gram. 

The company sent out invita- 
tions to 1,000 dealers to visit 
Kokomo during that week. The 
city and county were reached by 
direct mail with notices of the 
big sales event. 

Dealers were told that they 
first would be shown models of 
the new line of stoves and ranges 
and then be given a demonstra- 
tion of how these could be suc- 
cessfully merchandised. When 
they arrived, 300 strong, they 
found the town in gay attire. 
Streets were decorated with flags, 
pennants and posters; store win- 
dows contained streamers and dis- 
plays of Globe products. One 


imme- 


central display had been hired 
by the company and the dealers 
representation of two had been 
boosted to 11 for the event. 
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There were no speeches at con- 
vention sessions. Globe men were 
shown rather how to conduct sales 
campaigns when they got back to 


their communities and how to 
pep up their communities. 
“Globe” queens were chosen, 


roller skating contests were held 
and everything connected with 
the pageant was used to build up 
the buying spirit. 

Discussing the combination 
community celebration and sales 
convention, Mr. Chester says: 
“Our successful sales drive was 
conducted in Kokomo where 
everyone works for a living and 
the money comes hard. The ‘home 
town’ was selected as a proving 
ground because it represents a 
typical medium-sized market. 
mostly industrial and agricultural. 
with average buying power; also 
because of its central location 
and facilities to invite many deal- 
ers to be the actual eye-witnesses 
of this sales campaign in action. 
The fact that mid-summer was 
chosen for the demonstration of 
a retail sales campaign on stoves 
offsets to a considerable degree 
the advantages accruing to us 
as a home-town organization. The 
fact that more stoves were sold at 
retail in one week in Kokomo 
than has ever been sold in an 
equal period anywhere in the 
United States before, proves con- 
clusively that if management and 
the sales organization will forget 
about the European situation, 
governmental attitudes and other 
obsessions and concentrate on a 
back-to-work drive, business and 
employment can be created. The 
idea of a push button recovery 
ought to be interred forever.” 


TAYLOR CHAIN CO. 
IN 66TH YEAR 


The S. G. Taylor Chain Co., 
Hammond, Ind., is this month 
celebrating the sixty-sixth anni- 
versary of its organization. The 
third generation of the Taylor 
family, which founded the com- 
pany in June, 1873, is now in 
control of the firm. It makes a 
complete line of anti-skid tire 
chains for passenger cars, trucks, 
busses, road and farm tractors, 
alloy steel, wrought iron and open 
hearth low carbon steel chains of 
every description. 


G. M. BAIRD & CO. 
MOVES OFFICE 


G. M. Baird & Co., manufac- 
turers representatives of Mem- 
phis, Tenn., have moved their 
offices to 1916 Sterick Bldg., 
Memphis. 








For customers who demand hardware better than “run of 
the mill”—for those who want hack saw frames which 
combine superior quality with exact suitability to particu- 
lar requirements—you have the answer if you stock the 


popular UNION HARDWARE line. 


These well-made, 


sturdy hack saw frames are built to be used—and abused. 


The finest materials .. . 


know their business . 


plus the skill of workmen who 


plus the famous UNION 


HARDWARE name give you and your customers assur- 


ance of real, honest value. } 
restocking — this ] J 
. then watch your profit circle widen! 


stocking — or 
HARDWARE line... 


No. 2165 Extra sturdy 
frame with heavy steel 
connection and double 
end adjustment. Cor- 
rugated steel pistol grip. 
Depth of frame, 234”. 


SRuust went 


See your jobber today about 
fast-selling UNION 


No. 2150 Nickel plated 
frame adjustable from 
8” to 12”. Has screw 
handle attachment for 
tightening blade. Depth 
of frame, 2%”. 
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HON. GEORGE V. AYRES 
Hon. George V. Ayres, 86, | 
passe away at his home in | 
Deadwood, S. D., May 31. He | 
retired Sunday evening, May 28, 
in his usual health but became 


| 








HON. GEO. V. AYRES 


ill a short time later and lapsed 
into unconsciousness from which 
he failed to rally, death ensuing. 
Mr. Ayres was president of Geo. 
V. Ayres & Co., Inc., of Dead- 
wood, hardware and mine sup- 
plies dealers, and continued as 
active head of the company until 
his death. 

His hardware career began on 
Noy. 15, 1877, with the R. C. 
Lake Hardware store, Deadwood, 
S. D., which later became the 
firm of Isman & Ayres with Mr. 
Ayres as junior. partner. 

Mr. Ayres served as a member 
of the provisional city council of 
Custer City until the signing of 
the treaty with the Sioux Indians, 
Feb. 27, 1877, by which the 
Black Hills area was ceded to 
the United States. He had held 
numerous public offices, having 
Dead- 


member, 


been:—a member of the 


wood City Council: 
Lawrence County Commissioners 
for 10 years, four years of that 
chairman; receiver of 
public monies, U. S. Land Office, 
Rapid City, S. D., and a member 
of the South Dakota Legislature 
for two terms. He had been ac- 
tive in county and state Repub- 
lican party committees, was a 33rd 
degree 
president of the board of trustees 


time as 





Mason, a Shriner and 


of the Masonic Grand Lodge of | 
South Dakota. He was a Rotarian. 
member of the Deadwood Cham- 
ber of Commerce and was chair. | 
man of the board of directors, | 
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First National Bank of Lead. At 
different times in his career he 
had been president of the Dead- 
wood Business Club, president of 
the board of trustees of the 


| Adams Memorial of Deadwood 


and a director of the South Da- 
kota Children’s Home. Mr. Ayres 
was a member of the HARDWARE 


| Ace Fifty Year Club. 


He leaves two daughters. Mrs. 


| Alice Lowe, Mrs. Francis Bresee 
| and three sons, Albro, George 


Vincent and Lloyd Ayres. 


HENRY K. ANCONA 
Henry K. 


Ancona, 47, hard- 





ware merchant of Pottstown, Pa., | 
passed away June 23 of a heart | 
attack. In 1927 he purchased the | 


interest held in the Van Bus- 
kirk Hardware by the Late Kin- 
zer VanBuskirk and was a part- 


/ a serious 


ner to Charles C. Van Buskirk. 
Five years later Mr. Ancona pur- 
chased that interest and obtained 
full control of the firm. His 


widow and two daughters survive. 


JOSEPH V. BANKS 

Joseph V. Banks, vice-president 
of the Reed & Prince Mfg. Co., 
Worcester, Mass., passed away 
June 6 following the recurrence 
of a heart attack which caused 
illness in 1934 and 
from which he made a remark- 
able recovery. Associated with 
the Reed & Prince organization 
since 1907, Mr. Banks was well 
known at the many hardware 
conventions, having attended the 
American Hardware Manufactur- 
ers’ conventions at Atlantic City 
for many years where he became 
widely known and highly es- 
teemed. 


JESSE I. OVERBY 
Jesse I. Overby, 80, veteran 
hardware merchant of Chatham, 
Va., passed away June 22. On 
Feb. 4 of this year, Mr. Overby 





had celebrated his fiftieth anni- 
versary as a hardware merchant 
in Chatham. His widow, six sons 
and three daughters survive. 


WILLIAM CONNER 


William Conner, 77, pioneer 
business man of Plymouth, Mich.. 
passed away Thursday, June 29. 
at his home in that city. Mr. 
Conner operated the hardware 
business in Plymouth, which has 
been owned by his family since 
1857. Surviving are his daughter 
Mrs. Jane Tilton of Concord. 
N. H., and Mrs. Hazel Moon of 
Plymouth. 








H. G. MOORE 


H. G. Moore, formerly vice- 
president and general sales man- 
ager of the Keystone Steel & 
Wire Co., Peoria, IIll., whose 
death was noted in the June 29th 
issue of HARDWARE AGE, was also 
a past president of the American 
Hardware Manufacturers Asso- 
ciation. This fact was inad- 
vertently omitted from the an- 
nouncement. 





SUMMER HOMEFURNISHINGS MARKET PAINTS OPTIMISTIC PICTURE 


The Summer International 
Hlomefurnishings Market  con- 
cluded recently, at The Mer- 
chandise Mart, Chicago. Dollar 


volume in the market did not fall 
gravely below the level normally 
expected for a July market by 


reason of the fact that the at- | 


tendance of 7214 buyers 


from | — 


16 states was only 14.5 per cent | 


below the satisfactory July 1938 | 


mark, was composed almost sole- 
ly of buyers who were present 
because of actual need for mer- 
chandise, while lookers were but 
represented, it was 
pointed out by Percy Wilson, 
managing director of The Mart. 


sparsely 


Standout of the joint market 
session was the toy market, 
which profited neatly by the cor- 
ralling of furniture store buyers 
and the early date of the market. 
Enjoying an exceptionally fine 
trade in summer goods as well as 





written during the two weeks as 
“plus business.” 

Housewares exhibitors, finding 
the market too early for any 
general placing of actual orders 
for fall and early winter mer- 
chandise, experienced an 18 per 
cent sag below the sales figures 


for last July. Many orders were 
left for later confirmation, while 
immediate orders were accounted 
for in stock needs, summer pro- 
motion and premium business. 
Heavy appliances moved slug- 
gishly but expect buyers in dur- 
ing July and August. 








JERSEY GROUP PLANS 
JULY GET-TOGETHER 


The Hardware and Allied 
Travelers Assn., 786 Broad St., 
Newark, N. J., is planning a 
supper and get-together of hard- 
ware salesmen Wednesday even- 
ing, July 26, at the Lexington 
House, 135 Lexington Ave., Pas- 
saic, N. J. The association is 
also making plans for its second 
annual entertainment and dance 
which will be held Sunday even- 


| ing, Nov. 26, at the Robert Treat 


Christmas merchandise, to which | 


July markets are 
fined, the Mart’s 98 toy 


showed a 35 per cent increase in 


largely con- | 
lines | 


sales over their July showing in | 


1938 for the only 
market. 


gain in the 


Fleor coverings, necessarily 
curtailed by the manufacturers, 
who f lowing the pronouncement 
of the national institute of only 
one opening a year, showed a de- 
cline of 27 per cent in dollar- 
volume of sales. 

Lamp manufacturers, coming 
within 35 per cent of their July 
of 1938, regarded orders 


sales 


Hotel, Newark, N. J. 
FOREIGN EXHIBITORS 
AT NEW YORK FAIR 


A 116-page June issue of the 
American Import & Export Bul- 
letin, has just been published, 
containing the first and only com- 
mercial description of each of 
the 60 foreign government ex- 
hibits and pavilions at the New 
York World’s Fair. The publica- 
tion describes from a commercial 
viewpoint, with many _ illustra- 
tions, each foreign government 
exhibit at the Fair, and includes 
under each country a list show- 
ing the firm names, addresses 





and commodities of the indi- 
vidual foreign exhibitors in each 
of the foreign pavilions that 
show commercial exhibits. Copies 
of the issue can be obtained by 
sending $1.00 to the publishers, 
American Import & Export Bul- 
letin, 8 Bridge St., New York 
City. 


DAVID KAUFMANN’S SONS 
IN 20TH BUSINESS YEAR 


David Kaufmann’s Sons, whole- 
sale and retail hardware, elec- 
trical appliance, and house fur- 
nishings firm of Baltimore, Md.. 
is celebrating its 20th anniversary 
during 1939. In connection with 
its anniversary the company is 
distributing a useful combination 
want book and mail order ser- 
vice. 

The concern is a partnership 
composed of David Kaufmann. 
Jr., and Edgar L. Kaufmann. 
Five men travel on its radio and 
major appliance line exclusively 
and five men cover the hardware 
trade. The company’s territory 
consists of Maryland, the District 
of Columbia, and northern Vir- 
ginia. 
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You Profit Most When You Carry the 
Complete Gottschalk Line 


The standard Metal Sponge at 10c and 
the Junior at 5c; the big Bronze Ball for 
hard scouring, Kitchen Jewel with the 


ith Closer (shown below) enclosed in a two-piece 

is metal housing of simple “‘streamlined’’ form. 
ion The result is a modern, good-looking piece of 
equipment which is either finished to 
match the door, so the closer is hardly 
noticeable, or made up in almost ANY other 






ser: 





hip finish, at small cost, and used as handy knob, and Hand-L-Mop with the 
nn. part of the decorative scheme. Sizes G-inch handle. each at 10c. 

nn. C &D only. Closers now in use can ‘ 

and be quickly converted 





ory 
rict 
Jir- 


Oe ae L Street, Chicago, Illinois. METAL SPONGE 


LCN Concealed and Surface 
Door Closers in 86 types and sizes.) =_ METAL aieddebie Pa. CORP. 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New 





*“Arvinet” Deluxe Radio 


Model 502—five-tube superhet. Oper- 
ates on A.C. or D.C. Features are: at- 
tached 30-ft. aerial—uses no line cord 





resistor or ballast tube; electro-dynamic 
speaker, illuminated airplane dial, band 
coverage 540 to 1750 ke with some police 
reception at high frequency end. Un- 
breakable cabinet available in either 
ivory or walnut finish. Size, 7% in. 
wide, 4% in. deep and 5 5/16 in. high. 
Suede carrying case is $1.25 extra. List 
price with aerial, $9.95. Noblitt-Sparks 
Industries, Inc., Columbus, Ind. 


Kason Hardware Catalog 


General Catalog No. 42, containing 
115 pages of show case, cabinet and 
refrigerator hardware, has been issued 
by the Kason Hardware Corp., 127-137 
Wallabout St., Brooklyn, New York City. 


“Hy-Lo” Vacuum Bottle 


Maker states method of construction 
eliminates vibration of the inner glass 
container. This is done by insertion of 





a number of vibration dampeners be- 
tween the two walls and located at the 
bottom. Bottle is of the renewable type. 
Cup-cap is aluminum. These pint ca- 
pacity bottle fillers are individually 
packed, and are available under stock 
No. 012. Pint size bottle is No. 12. 
Aladdin Industries, Inc., 223 W. Jack- 
son Blvd., Chicago. 





Injector Pump 


The injector pump is a pumping de- 
vice which has no working parts inside 
the well and which is said to be capable 
of lifting water from depths of 25 feet 





to 200 feet and over. These pumps are 
especially designed for operation in con- 
nection with pressure systems and air 
conditioning. The principle of the in- 
jector pump was discovered by Jacuzzi 
Brothers. Inc., Berkeley, Calif. 


FOR RETAIL 
HARDWARE 
»tOnm &@ 


Colors — Catalogs 


Free Hammer Display 
The Estwing Mfg. Co., Rockford, Ill., 


offers this colorful free hammer display. 
Colors are orange, black and brown. 





Size is 13% inches square. The com- 
pany also has available a catalog of 
“unbreakable” hammers and _hatchets 
and a list of the 125 leading wholesalers 
who can serve the dealer quickly and 
economically with five «r more Estwing 
numbers from their stock. 


Nesco Lunch Boxes 


Three Nesco oval lunch boxes feature 
a striking new plaid design. Boxes have 
a durable crystalline finish and come in 
three individual color combinations, red 
and white, green and white, and black 
and white. They are made of heavy, 
bright tin. Have seamless covers. Sepa- 
rate seamless tray, holding individual 
foods, can be set in. Boxes available 
with or without tray. National Enamel- 
ing and Stamping Co., Milwaukee, Wis. 
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*Stock-Aide” Electric Fence 


Controllers are portable and made in 
Standard and Deluxe models. Either 
may be installed in the barn or house 
as well as high with brackets upon a 





post in any field. Case is heavy gage 
steel with baked-on enamel, crackle fin- 
ish, inside and out. Parts are plated 
to resist rust. Operates in any position 
and requires no leveling or adjustments. 
The Sparks-Withington Co., Jackson, 
Mich. 


**Sod-Spiker” 

When ground is soft enough to work 
properly, only a little foot pressure is 
needed to insert the Sod Spiker’s four 
special-steel spikes clear to the hilt. 
The broad, rounded, hilt acts as a pivot 
while the handle is rocked slightly baek 
and forth. Soil underneath is loosened 
and cultivated by the ead of the spikes 
and surface is said to be left untorn. 
Result, maker states, is a spongy layer 
of sod and soil four inches deep in 
which grass roots can breathe, and which 





will hold a reserve supply «f water. 
List price, $1.75 each., $14.00 a dozen. 
Universal Lawn Tool Co., 3450 N. FE. 
Broadway, Portland, Ore. 


Savoil Ranges 


No. 502S, white—has large size auto- 
matic wiekless burners. Flame is con- 
centrated directly against cooking uten- 
sil. High heat resisting silicon steel 
burner tubes. Oven linings are porce- 
lain enameled. Oven is insulated with 
one-inch rock wool blanket on top, sides, 
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back and door. Side wall, oven heat 
indicator. Folding coverall furnished 
for cook top burners. Two concealed oil 
tanks. Finish is white porcelain enamel 
except base which is white lacquered. 
Hardware is chrome and bakelite. Clock 
watcher furnished. No. 704, white 

high powered long chimney wick type 
burners provide maximum amount of 
heat with a minimum oil consump- 
tion. Oven linings are porcelain 
enameled. Concealed oil tank holds 
feur quarts. Leg levelers furnished. 
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Finish: white p rceelain, oven top, both 
oven sides, back splasher and burner 
drums porcelain enameled. Balance of 
stove baked-on enamel. Hardware, 
chrome and bakelite door and control 
handles. United Stove Co.. Ypsilanti. 
Mich. 


Metal Boxes 


“Sesamee” —for safe keeping of 
money, stamps, documents, etc. 
Equipped with No. 440 Sesamee keyless 
locks which provide for establishing 
secret opening numbers. Boxes are of 
heavy gage steel, electrically welded 
and reinforced. Finished in olive green 
baked-enamel. Bemis & Call Co., 
Springfield, Mass. 








mA IDE: 
Tool of 100/ Uses 


Get on the Hobby 
BAND WAGON! 


Hobbyists, me- 
chanics and re- 
pairmen prefer 
the Handee. Mer- 
chants like it too 
—requires small stock investment and has 
rapid, profitable turnover. 

Throughout the world Handee has pres- 
tige, because of its startlingly efficient per- 
formance—because since it was invented 
10 years ago, it has been advertised in 
more than 100 leading national, trade and 
professional magazines. 

Every buyer becomes a steady customer 
for the 300 quality Handee accessories to 
grind, drill, polish, cut, rout, sand, saw, 
carve, engrave, etc. 

Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 


SELLS MORE 
ACCESSORIES 


Increases accessory 
sales up to 40%. 
Glass-top, dust- 
proof case contains 
87 livest varieties 
of the fastest-sell- 
ing accessories 







Special Deals Make It Eusy for You to 
stock This MWMoney-Making Handee Line 
Write Today. 

CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
L101 W. Monroe St Dept. HA Chicago, 1! 
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Clothes Line Hooks 


Feature a simple arrangement that ties 
its own knot when line is looped 
through hook. Said not to slip or cut 
rope. Made large and strong with heavy 
rust-proof cadmium plating. Illustrations 





show easy method of tying knot. Made 
in lag screw type with sharp thread 
that is easy to turn into wood. Mounted 
one to a display card, 12 cards per box. 
Chas. O. Larson Co., Sterling, Tl. 


Mileor Steel Fence Posts 


Posts are finished with a double 
baked-on green finish. Furnished in 
both the “T” type and the “Channel” 
type. Special clips enable the speedy 


application of fencing to either type. 
Complete line includes corner posts, end 





posts, driver and puller. All regular 
lengths are carried. Milcor Steel Co., 
Milwaukee, Wis. 


Gilbert Clock Line 


A new clock is the No. 40 “Admiral” 
Super Gilbert. Has “fore ’n aft” solid 
mahogany case, etched metal dial, gold 
plated trim. Back is enclosed. Height 
is 6% in., width, 6 in. Choice of 8-day 





spring-driven movement or self-starting 
electric. List price, $10.00. Other clocks 
in the line list at $5.00 and $7.50. The 
Wm. L. Gilbert Clock Corp., Winstead, 
Conn. 








4-ft. Fluorescent Lamps 

These lamps, 1% in. in diameter 
and made in daylight and warm white 
colors, have been added to the present 
line of the General Electric Co., In- 
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candescent Lamp Dept., Nela_ Park, 
Cleveland, Ohio. Installation and 
operating cost are said to be less than 
on similar systems employing shorter 
lamps. 
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Allen Adds Ski Line 


S. L. Allen & Co., Inc., 5th and 
Glenwood Aves., Philadelphia, Pa., an- 
nounces a new line of Flexible Flyer 
skis and bindings. The plant, according 








to the company, will produce the finest 
skis possible in each major wood classi- 
fication—high grade hickory and fine 
grain pine. In addition, the company is 
making its own bindings under the 
Flexible Flyer name. The line will in- 
clude streamlined, rust-proofed cable 
bindings, a strap and Bildstein heel 
spring combination and the conven- 
tional strap and heel clamps. The toe 
irons for these bindings incorporate an 
exclusive feature which is designed to 
insure proper alignment and reduce the 
time of application. Cable binding also 
has an exclusive feature designed to 
simplify quick adjustment for any 
length boot. Cable and heel spring 
bindings are furnished either with or 
without downhill attachments. High 
hitch attachment is designed for use 
either with cable or strap hooks. 


Measuring Spoon 


This “7-in-1” measuring spoon is grad- 
uated for one-quarter of a teaspoon, one- 
half, three-quarters, 1, 144, 2 and 3 tea- 


» % 





spoons. Sliding gage measures accu- 
rately the contents and pushes them 
over the lip of the spoon under gentle 
thumb pressure. Size of the spoon is 
7% by 1% in. Each on self-selling dis- 
play card. Specialty Merchandisers, Inc., 
100 N. La Salle St., Chicago, Ill. 


HARDWARE AGE 











th 
bli 


K 


bu 
tin 
the 


bu 


jt 











Hand Clamps 


With the publication of a new cata- 
log, No. 14, the Adjustable Clamp Co., 
411 N. Ashland Ave., Chicago, an- 
nounces the completion <f several im- 








pf 





provements in design and the additions 
of several entirely new items to its line 
of hand clamps. The No. 40 Jorgensen 
steel bar clamp, 1939 model, illustrated, 
has the new improved tail-piece in 
which the “multiple dise clutch” is re- 
versed in position, making for easier 
and more convenient operation. A 
similar change has also been made on 
the No. 39 and No. 41 Jorgensen steel 
bar clamps, and No. 50 and No. 52 
Pony clamp fixtures. Als» shown here 
is the new No. 61 carpenter’s steel bar 
clamp which features the plain crank. 
free-turning wood handle. Another new 
style is the No. 8-S Mark shielded 
welder’s clamp which provides positive 
protection to the clamp screw by the 
addition of a protecting shield over the 
full length of the Strew. Shield carries 
no part of the clamping load and serves 
to keep lubricant on the screw as well 
as to provide a handy place to grab 
the clamp for work on intricate assem- 
blies. Copies of catalog available. 


Kerosene Range 


Primus “Baltimore Clipper” — by 
means of black Bakelite control knobs, 
burner is regulated, cleaned, and ex- 
tinguished. It is noiseless and regulates 
the flame easily. No need to clean 
burners as they contain a_ built-in 
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cleaning device for the nipple and shut- 
off valve. Range carburizes and burns 
kerosene gas at less than one cent per 
hour, according to manufacturer. Burner 
can be turned down to a simmering 
flame, or up to an intense hot flame. 
Stove measures 21% in. long, 11% in. 
wide, 8 in. high. Fuel tank holds about 
four pints. Baltimore Enamel & Nov- 
elty Co., Box 928, Baltimore, Md. 


New Vise Line 


“Defiance” brand vises are a new line 
of competitively priced vises. Two types, 
with stationary or swivel bases, both 
available in 3%4 in. and 4% in. sizes 
with interchangeable jaws for each size. 
Vise design permits maximum working 
clearance. Jaws available in four types: 
machine checked hardened and ground 
steel, smooth face hardened and ground 





steel, smooth face brass, and wood work- 
er hardened stee'. Pipe jaws are acces- 
sory equipment. Fray-Mershon, Inc., 
Glendale, Calif. 


“Easy” Electric Sander 


Said to replace expensive, hand block 
sanding, rubbing or polishing on metal, 
wood, stone, leather, and composi- 
tion surfaces. Sands out under-coats, 





“feathers” spot jobs, removes paint or 
rust and does lacquer, enamel or var- 
nish finishing. Operates from any AC 
or DC light socket. Power furnished by 
sturdy Universal motor. Grease-sealed, 
ball bearing construction insures 
trouble-free, quiet vibrationless _ per- 
formance. Forced ventilation cooling is 
provided. Detroit Surfacing Machine 
Co., 7433 West Davison St., Detroit, 
Mich. 
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WITH STEWART FENCE 
AND OTHER PRODUCTS 
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The Stewart Iron Works Co., Inc. 


627 Stewart Block Cincinnati, Ohio 


PAINE 


SPRING WING 
TOGGLE BOLTS 








IN GYPSUM 














IN LATH AND 
PLASTER WALLS 








These are better toggle 
bolts in every detail. Press 
through the smallest hole. 
Open in the minimum 
space. Each jaw operates 
independently the instant 
it has clearance, never 
catch or jam in rough or 
irregular surfaces while 





being inserted. Self-brac- 








ing, they lock thread when 
fully tightened preventing 
screw (or bolt) from ioos- 
ening. Insist on PAINE 
Toggle Bolts for firm an- 
chorage in every type hol- 
low wall. 18 types, each 
in 60 sizes. 

Write today for Catalog of 
IN SHEET PAINE Anchoring devices 
ROCK WALLS and building, installing 














Let our eoneet? 
th i fi- 

wit, dackorins The PAINE CO. 
problems. No ob- 
ligations of 


course. Chicago, U.S.A. 





and maintenance and elec- 
trical specialties. 


2963 Carroll Ave. 
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ADVANCES 


Cast Iron Soil Pipe. Fittings. 
Cotton Cook Stove. Heater Wicking. 
Non-Metallic Sheathed Cable. 


DECLINES 


Copper Pipe Fittings. 
Friction and Rubber Tape. 
Seme Competitively Priced Ice Skates. 


PRICES REAFFIRMED 


Sisal and Manila Rope. 
Some lines bolts. nuts. 


Vanila Rope 

Third-quarter prices. announced re- 
cently, will extend for another three 
months the same base schedules that 
have been in effect since Jan. 1. 
After the current good rush of de- 
mand for farm and hay rope has 
passed, there will be less induce- 
ment for the occasional price-cutting 
recently prevalent from some dis- 
tributors of Philippine-made, or 
prison-made, cordage. Only the 
farm trade seems inclined to “take 
a chance” with the lesser known 
makes or grades, while the orders of 
exacting marine and manufacturing 
consumers are nearly 100 per cent 
directed to leading brands of proven 
quality, and at full market prices. 
A fine volume of binder twine orders 
is moving, due to good crops. and to 
the exceptionally low prices. These 
are at the lowest mark in many sea- 
sons, due to the endeavor of domes- 
tic makers to lessen the cut-price 


Sisal and 
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inroads of Mexican and European 
twines. 
* * * 


Soil Pipe and ‘Fittings—Gen- 
eral advances on cast iron soil pipe 
and fittings were put out at the end 
of June by leading makers, closely 
following the markups of about 10 
per cent early in May. The latest 
changes advanced prices by about 
15 per cent, to a new base discount 
on extra heavy pipe, of 67% per 
cent. Jobbers have been informed 
of a reduction of some 10 per cent 
in copper pipe fittings. Sales of 
household plumbing _ installations 
have been very active, right into the 
summer, and some wholesalers re- 
port slow deliveries of plumbing 
enamelware from busy factories. 

* © # 


Window Ventilators, Etc— 
Prices for the coming season have 
reached the trade recently. and show 
little or no change from last fall’s 


schedules. On weatherstrip, too. 
prices recently put out are about 
even with last season’s basis. At 
this time there is a real rush of fall 
futures coming in from the many 
retailers who failed to specify 
earlier. and in many cases, imme- 
diate shipment is called for, under 
September or October paying terms. 
After a few weeks, there will be 
problems of delayed shipments to 
annoy buyers who may have post- 
poned their specifications too long. 
* * * 

Cook Stove, Heater Wicking 
—A price change, slightly upward, 
is announced by one leading maker 
of cook stove and heater (cotton) 
wicking. 

* * * 

Electrical Sundries -— By re- 
ducing prices two cents per pound, 
July 1. on friction and rubber tape, 
manufacturers have acted to stabilize 
this market. Jobbers are informed 
of a recent tightening in the market 
for approved electrical porcelain ac- 
cessories. No changes have been 
made in the discounts from zone 
prices. Another stronger market is 
that on non-metallic sheathed cable, 
which advanced about 5 per cent on 
June 28. 

* * * 

Bolts, Nuts—Some of the 
larger bolt and nut companies are 
reafirming their present consumer 
prices for the third quarter. At the 
same time, jobbers are being notified 
of a 10 to 12% per cent advance 
affective during July. 

* * * 

Sports Supplies—With base- 
ball and tennis equipment tapering 
off in demand. wholesalers report a 
still active call for golf, softball and 
croquet. Croquet demand was so 
early and so heavy that several fac- 
tories were unable to care for re- 
placement orders promptly. Properly 
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seasoned lumber for balls and mal- 
Jets was not quickly available, after 
early supplies had been depleted. 
Insulated picnic jugs, too. have out- 
sold early expectations. Orders for 
fall and winter sports are com- 
mencing to appear on a more liberal 


competitively priced lines, have been 
3 to 10 per cent below last season, 
and advances are possible. 
* & 
Housewares Coming into 
great activity now are preserving 
and canning supplies, fostered by 


table yields. Electric cookers are 
almost at the forefront of popularity 
as a summer convenience for the 
kitchen. and their economy of time 
and expense contributes much to the 
fast increase in their sales. For table 
settings, this season’s vogue again is 





scale. Early ice skate prices, on the prospect of large fruit and vege- a mixture of bright colors, whether 





SALES OF 1,951 INDEPENDENT HARDWARE DEALERS IN 35 STATES 











May, 1939 
Sales Reported 
; Vumber Percentage Change Dollars 
States by Regions of Firms May, 1939, from May, May, April, 
Reporting May, 1938 April, 1939 1939 1938 1939 
New England ey ba oleae 30 +16.1 +35.4 426,810 367,708 315,208 
Ee een ee rer 8 +23.2 +41.1 67,551 54,828 47,885 
ME oe ona asks nares acailon 1] +20.5 +25.2 169,012 140,211 135,002 
Ca Sie EAR I ee 227 +18.7 +35.6 1,452,971 1,223,606 1,071,161 
New Jersey A Pe ee 9 + 8.1 +47.3 87,051 80,541 59,091 
RE Riot gre Wahl, de ls 2: 33 +178 +34.2 212,660 180,512 158,467 
RS oh tou te dk alee oes 185 +19.8 +35.1 1,153,260 962,553 853,603 
Pe PN IE i. acces ee be nas 520 +16.4 +32.3 3,303,333 2,838,595 2,496,071 
lilinois ; pe aan oe glcentate a 126 +16.5 +27.1 706,050 606,111 555,654 
Indiana sedate ay SCD nL ee 73 +14.6 +32.9 462,217 403,420 347,912 
TS RISSIIRST pte © een a eae eee 33 +18.3 +41.7 177,363 149,929 125,171 
EE Ra eto ae ee ee 158 +19.6 +35.6 1,135,431 949,483 837,195 
Wisconsin gore hy eee 130 +12.7 +30.5 822.272 729.652 630,139 
ee Ea ae 361 +-16.7 +21.3 1,246,258 1,068,244 1,027,008 
tte tee oes laos cia kh Mas hie 94 +26.1 +10.0 400,111 317,352 363,706 
rs rate a. ch SA i asare a Me 84 — 3.1 +20.3 204,282 210,827 169,862 
Minnesota Bain ahs oskegtidns Guta antes kas 32 +25.8 +38.8 208,746 165,957 150,439 
Missouri pra Cita ie a eae sm aintamae 77 +20.2 +25.6 273,900 227,874 218,115 
RN be shass <r doryssesiu oo vhe, Sravdea area eeeebis 59 +10.3 +27.6 128,009 116,037 100,300 
North Dakota LG Oe OR 9 + 3.6 +25.3 22,104 21,344 17,641 
NE Bae i) Made caiedseeas 89 +14.5 + 4.2 514,902 449,751 494,108 
Florida 26 + 9.7 +12.5 110,050 100,309 97,818 
Georgia . Pe actin A 25 +27.1 + 0.5 126,710 99,714 126,102 
| RRA ee 11 + 5.6 + 34 75,624 71,642 73,137 
Virginia . Oiveicoaiacin sy oeleeey aes ll + 2.2 + 08 95,472 93,431 94,704 
TING 5051-5 vile ces ds cee 7 +118 +50.2 26.295 23.523 17.510 
East South Central A aoe Pa pee 50 + 8.2 + 5.2 326,949 302,126 310,866 
Alabama eae 26 +18.8 — 11 142,103 119,642 143,731 
Kentucky ie iers Mek 11 +13.2 +20.7 72,951 : 64,423 60,4162: : 
Tennessee Tee e at 10 — 6.2 + 4.7 103.011 109,857 98,431 
West South Central... . Mier eb tt 137 +10.5 +14.5 1,026,609 929,075 896,622" 
Arkansas ae 23 +16.4 +19.3 131,408 112,913 110,151 
Oklahoma ies atts 39 + 85 +10.2 427,990 394,365 388,401 
. BAR ee Oh ee ee 73 +10: +17.9 454.391 409.702 °° 385.427 
Mountain Seite ida tas 115 +12.7 + 7.0 826,915 734,039 772,819 
Arizona i 16 + 85 — 3.5 241,430 222,503 250,296 
Colorado 37 + 6.0 + 5.4 170,869 161,186 162,131 
Idaho 20 + 8.6 + 9.2 121,454 111,860 111,237 
Montana Sa eck dg 24 +37.1 +22.7 178,801 130,407 145,745 
Wyoming 7 +18.4 +11: 49.038 41,400 44,173 
Pacific 422 + 7.1 + 8.7 2,359,315 2,202,669 2,169,527 
California 338 + 4.2 + 6.1 1,617,104 1.551,836 1,523,760 
Oregon liatete ys heie edad 36 +15.7 + 7.9 241,864 209,030 224,255 
Washington 48 +13.3 +18.7 500.347 441,803 421,512 
TOTAL 1,951 +13.5 +20.2 11,484,062 10.115.813 9,553,390 
City of Chicago ae 17 +17.5 +27.7 76,306 64,951 59,732 
City of Los Angeles 41 + 7.5 + 88 180,952 168,265 166,299 
City of St. Louis... 18 +22.3 +32.6 48,234 39,453 36,363 
City of San Francisco 37 +10.5 + 4.7 114,487 103.604 109,322 





Compiled by Bureau of The Census, U. S. Department of Commerce 
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in glass or pottery, or in the handles 
of the table cutlery. 
* * * 

Heavy Copper Purchases-—On 
June 29, the heaviest single day’s 
foreign purchases of copper in the 
memory of veteran copper men were 
reported, as European nations built 
up their supplies of war staples. 
Foreign base prices were up 14 cent 
as a result. Sales reported by the 
copper cartel totaled 23,580 tons. 
Most of the purchases were nego- 
tiated through New York, but much 
of the copper came from foreign 
mines. It was understood additional 
large tonnages will be ordered by 
foreign buyers soon. 

SS oe 

Paint Production—The total 
value of all products produced in the 
paint, varnish and lacquer industry 
during 1935, for which the latest 
figures are available, amounted to 
$400,090,000, according to a survey. 
published by the Department of 
Commerce in a volume entitled Mar- 
ket Research Series No. 145. The 
survey points out that paint is pro- 
duced in 40 states and in the District 
of Columbia. Varnishes, lacquers 
and enamels are manufactured in 28 
states and the District of Columbia. 


MILLIONS OF 
USERS SAY.. 











WORLDS BEST 
CAN OPENER 


Tire Sales Rising—-May ship- 
ments of auto tires for replacement 
purposes ran 18 per cent better than 
April and were the highest since 
August, 1938. Production of tires 
also showed an increase, while the 
inventories in the hands of manu- 
facturers at the end of May were 
reported slightly lower. The Rub- 
ber Manufacturers Association esti- 
mated that May shipments of 
pneumatic casings for replacement 
purposes were estimated at 3,240,936 
units compared with 2,736,155 in 
April and 2,474,301 in May, 1938. 
Replacement tire shipments in May. 
1939, were 31 per cent better than 
the corresponding month a year ago. 

* & * 


Vacuum Cleaner Sales-—In- 
crease of 14.9 per cent in May elec- 
trical vacuum cleaner sales reported 
by the industry, compared to May. 
1938, was announced recently by 
C. G. Frantz, executive secretary, 
Vacuum Cleaner Manufacturers’ As- 
sociation. Sales totalled 114,377 


units, compared to 99,542 a year ago. 
May was the seventh consecutive 
month, with one exception, showing 
an increase over the same period a 
year before. Sales for the January- 
May period also topped last year’s. 
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totalling 606,579 as against 593,265 
in the same months of 1938. 


ee eek 


Washer Shipments Gain—F or 
the seventh consecutive month, fac- 
tory shipments of household washers 
in May showed an increase over the 
corresponding month a year before, 
totalling 105,266, compared to 84.- 
016 in May, 1938, according to 
industry figures reported to J. R. 
Bohnen, executive secretary, Ameri- 
can Washer & Ironer Manufacturers’ 
Association. This was an increase of 
25.29 per cent. May ironer ship- 
ments increased 26.35 per cent, be- 
ing 8,433, compared to 6,675 a year 
ago. For the first five months of this 
year, washer shipments were 32.45 
ahead of the same period in 1938, 
totalling 613,984, compared to 463.- 
544. Ironers showed a slight ad- 
vance, aggregating 45,311 for the 
five months, compared to 44,303. 

& * * 


Leonard Refrigerators—A 25 
per cent increase in shipments of 
Leonard electric refrigerators was 
reported for May, 1939, compared 
with the same month in 1938 accord- 
ing to an announcement by the 
Leonard Division, Nash-Kelvinator 


Corp., Detroit, Mich. Ray Legg. 
general sales manager, reported 


that May was the fourth consecutive 
month in which substantial increases 
have been recorded. 

* * * 


Pittsburgh Plate Glass Co— 
Prospects of a moderate improve- 
ment in business of the Pittsburgh 
Plate Glass Co., Pittsburgh, Pa., dur- 
ing the second half of 1939. com- 
pared with the first half were seen. 
July 1, by H. S. Wherrett, president 
of the company, in his quarterly 
letter to stockholders. The improve- 
ment, Mr. Wherrett warned, will be 
contingent on recovery in other lines 
of trade, particularly automobile 
and building, both substantial users 
of glass and paint products. He 
stated that the company’s volume of 
business is well above the disap- 
pointing levels of a year ago. 

* ” * 


Westinghouse Refrigerators— 
An all-time high in household re- 
frigerator shipments for the May- 
June period has been established 
this year by the Westinghouse Elec- 
tric & Mfg. Co. plant at Mansfield. 
Ohio. R. C. Cosgrove, manager, re- 
frigeration department, said that 
since May 1 refrigerator shipments 
had filled enough cars to make a 
freight train 8 miles long. He esti- 
mates their retail value as over $10.- 
100.000. “There is some indication 
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that the sales season for refrigerators 
is lengthening,” Mr. Cosgrove said. 
“This means a stabilizing of pro- 
duction as well as sales. The re- 
frigerator industry is in far healthier 
shape this year than last.” 


* * * 


Porter-Cable Shipments—The 
Porter-Cable Machine Co., Syracuse, 
N. Y., manufacturers of floor sand- 
ers, edgers and electric hand saws, 
etc., has announced a 41 per cent 
increase in sales during the first 6 
months of 1939 compared with the 
same period in 1938. 


2s & @ 


Steel Volume — Nearly all 
steel products registered sales gains 
in June as compared with May, some 
moderately, others quite substan- 
tially, said the July 6 issue of The 
Tron Age. While the importance of 
this improvement could easily be ex- 
aggerated, as May was not a good 
month owing to retarding influences, 
it is, however, significant that the 
gains of the past month have been 
sufficiently general in character to 
hold forth promise for the two mid- 
summer months. Although steel in- 
got production this week has 
dropped sharply owing to the holi- 
day shutdowns and, in a few cases, 
to mass vacations, many units will 
be operating late this week and next 
week in a higher basis, which may 
cause next week’s rate to exceed the 
54 per cent average that prevailed 
in the pre-holiday week. Owing to 
variations in the period of plant idle- 
ness over the holiday, the average 
rate for this week is difficult to esti- 
mate accurately, but is around 40 
per cent. Some steel-making depart- 
ments were shut down two or three 
days, others for only 24 hours. 


* * * 


A Good June — Following 
along seasonable lines, hardware 
sales, like most retail branches of 
business, improved a little in the 
last week of June, so that the month 
expired with a record of substantial 
recovery. Business enters the new 
half year with the prospect of ex- 
ceeding the sales records both of the 
past six months, and of the final half 
of 1938. In spite of the June rally. 
the rise was not enough to offset 
the poor showings in April and May, 
when the usual spring vigor was 
lacking, so the year to date must 
rate as a disappointing period. 


* * *% 


6% Rise In Store Expense— 
Tracing the line of department store 
expense in a representative group of 


JULY 13, 1939 


stores in the 12 years from 1926 to 
1937, a report on the “Trend of 
Operating Costs,” just released by 
the Metropolitan Controllers Asso- 
ciation, documents the finding that 
in the period covered store costs 
soared almost 6 per cent, from 30.5 
per cent of the sales dollar in 1926 
to 36.4 per cent in 1937. The study. 
made as a project for submission to 
the Controllers’ Congress of the Na- 
tional Retail Dry Goods Association, 
is the first effort of its kind to 
analyze the reasons for the rise in 
operating costs of stores over a 
period of years. 

One of the strong elements con- 
tributing to higher costs, the study 


cost. Payroll costs are close to half — 
of the total store expense, and the 
largest single item. Despite the 1.4 
per cent gain in payroll shown in 
the report, the committee pointed 
out that this increase likely does 
not reflect the full increase inasmuch 
as a number of the reporting stores 
since 1926 have turned their delivery 
over to outside companies so that 
this expense is now reflected in the 
classification of “Services Pur- 
chased” which jumped 14% of one per 
cent in the period. All the classifi- 
cations of expense combined, othet 
than payroll, showed a gain of 4.5 
per cent, from 14.10 per cent to 
18.60 per cent, in the years surveyed. 


Real estate costs gained 1 per cent 
in the period reviewed. Advertising 
costs, fluctuating widely in various 
years, gained .75 per cent in the 12 
years. Taxes, except those on real 
estate or Federal income, doubled 
in the dozen years, jumping from 
45 per cent to 1.05 per cent. The 
tax bracket of expense has shown 
its widest gains from 1935 on, under 
the influence of social security 
levies. Supply costs rose from 1.5 
per cent to 2 per cent in the period. 
Gains in communications expense 
reflected the increases in postage in 
1932 and 1933, but in the time since 


this cost has been lowered. 


shows, has been the transition of 
store ownership in many cases from 
individuals to publicly owned or 
managed corporations. The study 
suggested that stores may have edu- 
cated customers to expect services 
which retailing cannot afford to give. 

The study revealed that of 15 
clessifications of store expense, all 
but three had increased over the 12 
years, and these were the smaller di- 
visions of unclassified expense, travel- 
ing and insurance. From 1926 to 
1937, payroll costs jumped from 16.4 
per cent to 17.8 per cent, showing 
the largest gain in any division of 








‘T He quaiities that influence .he 
sale of engineering products 
definitely reflect engineering skill. 

Even a century-old background 
of quality products is not alone 
sufficient to establish an uncondi- 
t.onal reputation for engineering 
skill. There must also be a def- 
inite policy of pride in workman- 


ship, careful inspection, modern methods and up-to-date equipment .. . 
all continued over years of progressive development. 

It is such engineering skill that has made EMPIRE Brand Bolts, 
Nuts and Rivets what they are today .. 
all industries the world over 


. the indisputable standard in 
. and such standards build up sales. 
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APPEAL ! 


When those young fel- 
lows go off into the woods, 
there’s one item they always 
want —a trusty axe. The 
Collins Official Boy Scout Axe, 
approved and licensed by the 
National Boy 
Scouts of Amer- 
ica, is sure to make a hit. 
It’s a real tool — well- 
balanced 14 inch handle, 

11% Ib. head, velvet en- 

amel finish, official Boy 
Scout emblem stamped 
on the head and gold- 
filled. Order from your 
jobber or write The 
Collins Company, 
Collinsville, Conn. 











tecitimus 


The Boy Scout 
Axe, as well as 
all other Col- 
lins products, 
is sold under 
this trade mark. 
For 113 years 
ithas meant the 
finest in axes. 













Now ALso IN CANS 


in all popular sizes from 4 pint 
to one gallon. High tensile 
strength! Nationally advertised! 
Priced right! Ask your jobber, 
or write us giving your jobber’s 
name, for full information. 
THE McCORMICK SALES CO. 

420 Light St., Baltimore, Maryland 
McCormick & Co. (Canada) Ltd., Toronto 











The “WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 
helps you answer many questions re- 


garding brand names, products, etc. 


Who makes the 
Fruth Hdw. Co. 


Fostoria, Ohio: 
Warren luggage? 


makes 
Teague 


Montgomery, Ala.: Who 
the Acushnet golf balls? 


Hdw. Co. 
, ANSWER: Warren Leather Goods 


ANSWER: Acushnet Process Co.. Co.. 84 Austin St.. Worcester, Mass. 
New Bedford, Mass. 


Philadelphia. Pa.: Who makes the 


Newton, la.: Who makes the Bright Boy eraser for cleaning 
Lantz loose tine hay forks? Dennis- metal? Murta. Appleton & Co. 
ton & Partridge Co. ; ' 

ANSWER: Robt. Weldon Rubber 

ANSWER: Lantz Mfg. Co., Val- —_ Co.. 351 6 Ave.. Newark, N. J. 


paraiso, Ind. 


¥% * * + * * 
Middlebury, Vt.: Who makes the Carlisle, Pa.: Who makes the 
Best Made lawn mower? M. D. Bean hunting shoes? Cochran & 
Marshall. Allen. 


ANSWER: L. L. Bean. Inc.. Free- 
port. Me. 


ANSWER. Dille & McGuire Mfg. 
Co.. Richmond, Ind. 


HARDWARE AGE 











MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 


sented as an aid to others in the trade who may be seeking the 


same articles. 


The inquiries reproduced have been selected be- 


cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 


dered by the “Who Makes It?” issue. 


When writing to the firms 


mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Hammond, Ind.: Who makes the 
gas ranges formerly manufactured 
by Rathbone Sard & Co.? Calumet 
Equipment & Supply Co. 

ANSWER: Standard Gas Equip. 
Corp.. Baltimore. Md. 


Who makes the 
Spencer Hdw. 


Spencer, Ohio: 
Mascot gas ranges? 


& Food Market. 


ANSWER: J. B. Slattery & Bro. 
Inc., 171 Wallabout St... Bklyn.. 
N.Y. 


Carlisle, Pa.: Who makes the 
MSA Comfo respirators? Cochran 
& Allen. 


ANSWER: Mine Safety Appli- 
ance Co., 288 N. Braddock Ave.. 
Pittsburgh, Pa. 


I.: Who makes 
tape? 


Hampton Bays. L. 
the Utilitape Waterproof 
Chas. Altenkirch & Son. 


ANSWER: Industrial Tape Corp.. 
New Brunswick, N. J. 
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Philadelphia. Pa.: Whe 
Chinese wood shavings 
furriers? Albert Holper. 


imports 
used by 


ANSWER: Chandler Sales & Ser- 
vice Co.. 245 7th Ave.. New York. 
nm; &. 


Oriskany, N. Y.: Who makes 


shower bath compartments? A. R. 
Jones. 


ANSWER: G. M. Ketcham Mfg. 
Corp.. 81 Washington St.. Bklyn., 
N. Y.: Lehman Sprayshield Co.., 
2516 N. Broad St.. Philadelphia, Pa. 


¥ < ¥. 
Manchester Center, Vt.: Who 
makes Flexboard asbestos sheets? 


Manchester Plumbing & Hdwe. Co. 


ANSWER: Johns-Manville Corp., 
40th St. & Madison Ave.. New York. 
N. ¥. 


Lyons. Kansas: Who makes the 
Hardwick gas range? Farm Home 
Gas Service. 


ANSWER: Hardwick Stove Co.. 


Cleveland. Tenn. 








SHOW IT AND YOU SELL IT! 


This Great Agfa Memo Camera f 3.5 lens and new 
type shutter with 
speeds from 

to 1/200 second 
Tremendous value 
at $35 retail — 
Dealer's price 
$24.70 NET. 4.5 
lens $25—Deal- 
er’s price $17.64 
NET. 





Hundreds of other 
big values. 


100% Wholesale—Write for Catalog. 


THE MOSTOW CO. 
Merchandise Mart Chicago, Ill. 


DENISTON 


‘*Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
soich makes any kind of roofing give better service. 
smart dealers everywhere sell it as a profit-make: 
and good will builder. Note the famous ‘‘Leae 
Geal’’—the lead under the head and down the 
ehank actually pluge the nail hole with lead! . . 
Ask your jobber or write us for samples and dew- 
onstrator Blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 
























ELECTRIC FENCE 
USERS ure delighted 
with these new items. 
KWIK KLIPS fasten 
fence wire to insulators 
quickly securely, without 
tools Made of galva- 
nized spring wire 

KWIK GATES (handle, 
hook and spring) are 
simple, efficient. 

Ask your Jobber 


Accessories Mfg. Co., 4612 No. Clark St., Chicago, lil. 






















No. 10 Lindsay Blanket Pins 


STEEL—NICKEL PLATED—6 pins to card—% 
gross cartons. In bulk— gross cartons RRASS— 
NICKEL PLATED—6 pins to card only. End of pip 
is p d—no hing or catching. Length 3% 
inches. Also used br campers, hunters, laundrymen, 
ete. If your jobber does not stock, write direct to: 


PERFORATED PAD COMPANY, 


Sole Distributors, Woonsocket, R. I., U.S.A. 














toto) Ks(5em. NAIL 


OF Tl od ad AY 


The “Gem Junior’ 


An eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and_ efficiem 
file and cleaner. Mounted 1 
doz. on attractive counter dis- 
lay card. Retail, 25¢. At 
jobbers. Send for catalog 
price sheet. 


The H. C. Cook Co. 


27 Beaver St.. Ansonia. Conn 








You'll find REAL 


Sales Representatives ad- 
vertising in the Sales Ac- 
counts Wanted Columns 
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Classihied Opportunities. Section... 





Use this section to reach Hardware Manufacturers, Manufacturers 
Agents. Jobbers. Jobbers’ Salesmen, Retailers and Retail Salesmen 





[“Clamihied Adwentining Rotex | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words... $3.00 
All capitals, maximum, 50 words 400 
Each additional word...... 06 


Positions Wanted 
(Special Rate) set solid, maximum 
50 words 
aeneeacde ‘ 01 


BOXED DISPLAY RATES 
GRO. GO kn cccadécsece cvectccee See 
Each additional inch . .. 400 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise 
ments 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order. 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your curtespondeme and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 














‘| Positions Wanted | 





| Positions Wanted =| 








CAPABLE CHRISTIAN EXECUTIVE 
IN THE THIRTIES, possessing initiative, ability and 
sound judgment with over 15 years wholesale and retail 
hardware, mill supply, housefurnis:ing experience de- 
sires immediate responsible position with jobber or 


as retail store manager. Full understanding modern 
purchasing, store management, selling, displaying, 
credits, supervision of personnel, etc Locate any 
town within 300 miles Newark. N 


eare 
239 W. 39th St., N. 





a J 
ess Box D-546. of HARDWARE AGE, 
Y. City 











HARDWARE MAN, MARRIED, DESIRES 

POSITION in Hardware business. 15 years’ 
experience in buying, selling and managing. 
Would consider managing retail hardware busi- 
ness. Address Box D-553, care of Haxpwarre 
Ace, 239 W. 39th St., N. Y. City. 
AM INTERESTED IN CONNECTING WITH 
reliable Manufacturer as Purchasing Agent. 
Eighteen years’ experience Jobber, Mail Order 
and Syndicate Buying Companies. Acquainted 
with the trade and can aid in increasing volume. 
Excellent references. Address Box D-498 care 
Ps Harpware Acez, 239 W. 39th St., New York 
ity. 





HARDWARE SALESMAN INSIDE — 
WANTS CONNECTION with wholesale hard- 
ware, and mill supply house and attendant lines. 
Capable of handling telephone orders and mail 
inquiries on inside sales desk. Thoroughly ex- 
perienced. Salary secondary to opportunity of 
advancement. Address Box D-552, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 


WILL BE FREE TO ACCEPT traveling posi- 
tion September 1, 1939. Any live concern wish- 
ing to line up with real live wire, would be 
pleased to contact your sales manager. Hardware, 
Auto accessories and Paint items desirable. Can 
furnish very best of references. Commission and 
Drawing Account. Address Box D-551, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 














MANAGER BUYER, EXPERIENCED 
HARDWARE TOOLS, Mill Supplies, House- 
wares, Building Materials and Paint. Formerly 
Merchandiser for large Chain Store Organiza- 
tion. Thoroughly versed in Modern Sales Pro- 
motion and Chain Store Merchandising, Buying 
Control and Store Arrangement Methods. Ad- 
dress Box D-531, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


BUILDERS’ HARDWARE ENGINEER 
WITH THREE YEARS’ PRACTICAL EXPERIENCE 


conducting hardware store. Formerly 
salesman for nationally known build- 
ers’ hardware company; also man- 
aged builders’ hardware department 
of one of the leading hardware job- 
bing houses in America. Age 35, 
married. Highest references. Avail- 
able July lst for position of Manage- 
ment or Builders’ Hardware Engineer. 


Address Bex 0-535, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City 











SOMEWHERE IN THE MIDDLE WEST a 
dealer is looking for the right man to take-over 
for his retirement, illness, or other business 
interests, etc. 16 years with a leader. Age 45. 
Résumé prepared. Particulars furnished. Ad- 
dress Box D-548, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 

HARDWARE MAN, THOROUGHLY EX- 
PERIENCED in the Wholesale & Retail Hard- 
ware Trade, Shelf Hardware, Housefurnishing 
and kindred lines, fine experience in Tools. De- 
sires position with responsible firm. References. 
Address Box D-547, care of Hgrpware Ace, 239 
W. 39th St., N. Y. City. 











SALESMAN—ESTABLISHED WITH RE- 
TAIL AND jobbing hardware trade in Philadel- 
phia and Eastern Pennsylvania, would like to 
represent reliable manufacturer in this territory. 
Am 40 years old, travel in my auto and have 
following that will bring results. Can furnish 
A-1 reference. Address Box D-525, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





PURCHASING AGENT, 9 YEARS’ EXPE- 
RIENCE in the wholesale hardware and elec- 
trical manufacturing field. Age 29. Now em- 
ployed. Desires position with future and oppor- 
tunity for advancement. Any location. Excellent 
education. Best of references. Address Box 
D-523, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





BUILDERS’ HARDWARE MAN, THOR- 
OUGHLY EXPERIENCED figuring from Archi- 
tects’ Plans and Spec. on all classes of building 
construction, capable detailer, knows leading mfrs.’ 
lines. Seeks connection with manufacturer selling 
thru dealer or as contract man for reputable dis- 
tributor. Address Box D-532, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 

EXPERIENCED MAN—AGE 30. AVAIL- 
ABLE for giving you efficient representation in 
Western Michigan. Background of selling and 
sales management in Hardware and Paint trade. 
Wants to make connection with reputable firm 
offering opportunities for advancement. Can 
furnish clean, first class references and record. 
Address Box D-542, care of Harpware Ace, 
239 W. 39th St., N. Y. City. 


FACTORY TRAINED BUILDERS’ HARD- 
WARE MAN knowledge plans, specifications, 
scheduling, pricing, some experience. Age 36, 
married (children) needs position in active 
Builder’s Hardware Dept. anywhere with chance 
to work on all types building construction. Would 
certainly appreciate an opportunity looking 
towards a real future. Address Box D-540, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


SUPERINTENDENT OF MANUFACTUR- 
ING. 15 YEARS’ experience, manufacturing 
quality tools for one of the oldest and best drop 
forging and plier manufacturers in the country. 
Thorough mechanic and a proven executive. 
Location no object. A personal interview will 
convince you of my ability to produce results. 
Address Box D-539, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


HARDWARE EXECUTIVE, MANAGER, 
BUYER, ACCOUNTANT, Credit Manager, 
Sales Manager. Well versed with modern Mer- 
chandising Methods and every detail of Business 
Routine. Twenty years’ experience identified 
with large Wholesale and Retail concerns covering 
Hardware, Tools, Mill Supplies, Builders’ Hard- 
ware, Housewares, Major Electric Appliances, 
Paints, Plumbing and Roofing. Christian, mar- 
ried, age 39. Excellent references as to character 
and abilitv. Seek contact with concern desiring 
exceptional results. Address Box D-549, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





























YOUNG MAN, 22, EXPERIENCED DOING 
lock work, glazing, selling, stock, inventory, dis- 
play, and all incidental work entailed in small 
Brooklyn hardware store. Seeking position in 
larger store (no household) with opportunity to 
learn buying and merchandising. Now receiving 
$18.00 and do not expect more. Will gladly call 
for an interview upon request. Write to 
Garber, 2077 Dean St., Brooklyn, New York. 





MANUFACTURER’S AGENT DESIRES TO 
MAKE connection with manufacturer of light 
builders’ hardware and locks. Past 12 years 
have sold the jobbing and retail hardware trade 
in Philadelphia, Eastern Pennsylvania and South 
Jersey. Am established with this trade and know 
credit standing. Excellent reference. Address 
Box D-524, care of Harpware Ace, 239 W. 39th 
St., N. Y¥. City. 








SALESMAN WANTED BY RESPONSIBI.F 
MANUFACTURER to sell five complete lines. or 
grades, of aluminum ware to hardware stores 
housefurnishing . ete Commission—paid 
weekly. Protected Soseare, Give full os 
tion regarding experience. State territory wor 
py hee mee ten Pure Aluminum Company. Le 








Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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REPRESENTATIVES WANTED CALLING | HARDWARE STORE IN IOWA MANU- 






































ON JOBBING and Retail Hardware houses to “ FACTURING town with excellent farm territory. 
sell Kerosene Mantles to fit all Aladdin Kerosene EFFECTIVE DISTRIBUTION Rest location with low overhead and modern 
Mantle Lamps. Commission basis. Protected THROUGH fixtures. Will reduce stock to suit buyer. Ad- 


dress Box D-550, care of Harpware AGer, 239 


MANUFACTURERS’ AGENTS” W. 39th St., N.Y. City. 


territories. Kerosene Stove or Lamp experience 
preferred but not necessary. Address: Universal 
Mantle, Inc., Brookfield, II. 





Just off the press. A practical book of a 
| 32 pages written by a practical man, FOR SALE: HARDWARE STORE, PLUMB. 
| based on the experience of eighteen ING and Tinning business located in Ohio city 




















years’ selling through manufacturers’ of 40,000 population. The store is modern brick 
a agents. Gives definite suggestions on located in the better residential district. Good 
a ficcounts Wanted } selection, handling, territory set-up clean stock of hardware and paint. Do not pass 
and other important facts and methods up this opportunity. Address Box D-513, care of 
that have proved successful in building Harpware Acre, 239 W. 39th St., N. Y. City 
MIG CS AD ian As pete 25-2 sales. A vee a : 
MANUFACTURERS’ AGENT-—COVERING Every sales manager and general man- F AC “KE IE 5 : 
~ 4 7 Sais é ‘ OR SALE AT SACRIFICE—ONE 50 B 
NORTH CAROLINA, South Carolina and Vir- ager should have a copy. Price $1.00 i at. Eendie Sek Gin. Aten eae 
— eo oe rg 8 a of per copy. mately 100 ft. tubular track with 2 Rolling Lad 
opes anc ordage aress ox care of = 4 2 os » liti z Add PSS: 
Harpware Ace, 239 W. 39th St., N. Y. City. WALTER A. ALLEN - ——— it ties tk a 
_ - P. O. Box 3007 New Haven, Conn. bans, New York. Telephone—Laurelton 8-1052. 
LADY DESIRES AGENCY IN ENGL AND Eee. TE 
for American merchandise. Thoroughly experi- | —\—-——eeesessessss— MERCHANDISE WANTED—I BUY FOR 
—— in calling on good class stores and shops. 1 | cash small or large lots of manufacturers’ oe 
ease send particulars to: Miss R. Wynne, 5 outs, jobbers’ surpluses and any discontinuec 
Lister Road, Fairfield, Liverpool, England. PRINTING items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 

Letterheads — Envelopes — Statements Epstein, 815 Central St., Kansas City, Mo. 


LINE DESIRED FOR SOUTH ATLANTIC 1,000 $2.55, 2,000 $4.75, 5,000 $10.50. —_—— —_—_—— 


States. Representatives in Maryland, District of : ; 
Columbia, Virginia and North Carolina. Address Terms: Net 10 days, Postage prepaid. 


Box D-541, care of Harpware Acre, 239 W Samples Free. 


ep Pee Ee Oh MAYFIELD PRINTING CO., Mayfield, Ky. 0 ||. Help Wanted | 


AGGRESSIVE RESPONSIBLE SALESMAN | ~~ naceeemean emi . ayers I 
WITH FOLLOWING Louisiana, Mississippi, ADVERTISING MANAGER: ONE OF EX- 
desires to represent manufacturers or importers FOR SALE—AN ESTABLISHED HARD- | PERIENCE to handle circulars, catalogs, copy 
builders’ hardware, brass tubular and plumbing | WARE Business of about $3,500 clean salable | complete knowledge of photography, etc., for a 
specialties, also electrical lines. Travel by car | stock—known as the R. G. Falls Hardware, | large wholesale house and retail chain. State age 
contacting Jobbers, better class dealers, dept. | Whitehall, N. Y. An excellent opportunity for experience, salary expected and complete details 
stores and lumber yards at regular intervals. any one wishing to enter the hardware business. | in first letter, which will be held confidential. 
Best references. Address: 4490 De Montluzin | Address: Mrs. R. G. Falls, 23 Williams St., | Address Box D-544. care of Harpware AGE, 
Street, New Orleans, La. Whitehall, N. Y. 239 W. 39th St., N. Y. City. 





























fre You Seeking SALES REPRESENTATION 
eithea on a NATIONAL or SECTIONAL BASIS? 


HARDWARE AGE VERIFIED LIST 
will help you obtain it 


It lists 1150 MANUFACTURERS’ AGENTS in the United States and 48 in Canada operating in the 
hardware field, giving not only their names and addresses but also the lines handled, territories covered, 
number of men traveled, branch addresses of those firms having them and the year the businesses were 
established. 



















Obviously this information will prove helpful in arranging for sales representation wherever desired in 
the United States and Canada. i 


HARDWARE AGE VERIFIED LIST also contains separate lists of Wholesale Shelf Hardware Houses, 
Wholesale Heavy Hardware Houses, Mill Supply Distributors, Plumbers and Tinners Supplies Jobbers, 
and Chain Hardware Stores, authoritative lists that are recognized as indispensable for effectively con- 
tacting, personally or by mail, these distributors in the hardware trade. 

















The price for this publication, containing all the lists stated, is $10.00 a copy. Remittance with order. 


HARDWARE AGE 
VERIFIED LIST DEPARTMENT 
239 West 39th Street New York City. New York 
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To completely satisty your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in % inch diameter and larger. 


Columbian Rope Company, Auburn, “Tbe Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 














Sell ALL 3 HOPPE’S 
for Gun Protection 


VERY gun needs Hoppe’s No. 9 

and Patches for proper barrel 
cleaning. To remove leading or 
metal fouling, all residue, and pre- 
vent rust. Every gun’s action needs 
Hoppe’s Lubricating Oil for speed- 
up and wear-prevention. Order all 
three from your regular Jobber. For 
free booklets on Gun Protection for 
your customers, please write to us. 


FRANK A. HOPPE, Inc. 
2314-A N. 8th St., Philadelphia, Pa. 










| HOPPES} 
URRICAT ING | 














-in all styles. sizes and finishes 
bright, cement coated, galvanized 
or coppered—smooth or barbed ... 
Special for nail machines ...diamond. 
needle and duckbill points.“ 

Specify WICK WIRE and test the 


difference in driving performance. 


WICKWIRE BROTH 


OR AN D YO R 


Gent!" “ DOMES of SILENCE 


SLIDE SILENTLY - SOFTLY - SMOOTHLY 


i ET SAVE FURNITURE 
& FLOORS-CREATE QUIE’ 


Domes 
Rubber Cush 


If he is not s) d write fo 


NYC 


Ask your Jobber 


DOMES of SILENCE Inc. 35 Pearl St. 
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Ondex SJo Adwertinen 





The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 


Abrasive Prod., Inc............ 
Accessories Mfg. Co. 
Acme Steel Company........... 
Alabastine Co. 
Aladdin Industries, Inc........ 
Allen Mfg. Co., The........... 
Allen Mfg. Co., W. D......... 
Alliance Mfg. Co. 

BEEN TOG, GGs.e cicccccccies 
American Brass Co. 
American Cabinet Hdw. Corp.. 


American Chain & Cable Co., Inc. 


American Chein Div. 
American Fork & Hoe Co., The. 
American Sponge & Chamois Co., 

SA ar eee 
American Steel & Wire Co..... 
American Thermometer Co...... 
American Thermos Bottle Co., 

MED 0:0 096.0660006.6.0600.0.60 06% 
American Wire Fabrics Corp... 
Ames, Baldwin, Wyoming Co.... 
Animal Trap Co. of America.... 
Anker-Holth Mfg. Co..........--. 
Arcade Mfg. Co. .. cece 
Archer-Daniels- Midiand “Co. ese 
Armstrong-Bray & Co.......... 
Armstrong Bros. Tool Co.. osece 
Atkins & Co., E. ©........ cece 
Atlas Asbestos Co...........-. 
Automatic Products Co 
Automotive Sprinkler Co., The. . 
Autoyre Co. co 
Avery Adhesives 


Kaker McMillen Co., The...... 
Ballonoff Metal Products Co..... 
t,t eS er 
0 8 eee 
Bassick Co., 
Rehr-Manning Corp. 
Bellevue-Stratford 
Bemis & Call 
Bernz Co., Inc., 
Bethlehem Steel Co 
Bissell Carpet Sweeper Co..... 
Blaisdell Pencil Co........ eee 
Bommer Spring Hinge Co....... 
tond Electric Corp., Div. of 
Western Cartridge Co........ 
Porg- Warner 
NG, ME ad ad nie we do CO 
Boston Woven Hose & Rubber Co. 
Boyle Co., A. S. (Plastic Wood) 
Boyle Co., A. 8S. (Three-in-One 





Ce MD anes sdescdciweens 
eee Gk, Wee cbcccccewces 
Briggs & Stratton Corp........ 
ewe Gee, We Block 0 6cdevkc 


trush-Nu Co. 


Calbar Paint & Varnish Co. 
Carborundum Co., The 

Carey Co., The Philip pGs «ee es 
Carnegie-Iilinois Steel Corp..... 
Carrollton Metal Products Co... 


Carter Products Corp.......... 
Casco Products Corp........... 
Central Commercial Co. (Sta-So) 


Cha rlin Metal Weather Strip 
Ph: tpbendegeede'enn ts senee 
Champion Hardware Co... “The. 
Cheney Hammer Corp., Henry. 
Chicago Lock Co 
Chicago Roller Skate Co....... 
Chicago Spring Hinge Co....... 
Chicago Wheel & Mfg. Co...... 
Chisholm-Ryder Co., Inc........ 
es, Se, Os BBs sc acccees 
Clarke Sanding Mch. Co........ 
Clayton & Lambert Mfg. Co..... 
Clemson Bros.. Inc............ 
Cleveland Chain & Mfg. Co., The 
Cleveland Wire Spring Co., The 
SS EE arr 
Coburn Trolley Track Co....... 
Coleman Lamn & Stove Co..... 
i ree ree 
Columbia Steel Co............. 
Columbian Rope Co............ 
Connecticut Valley Mfg. Co..... 
Continental Screen (o.......... 
Continental Screw Co. 
Continental Stel Corn.......... 
Cook Co., H. C., The.. 
SE “TNEE CM co csteccacns 
Cresiey Corp.. TRE. .....0.0006 
ay es. aids o4.4<.0-<n0 500 
Cycle Trades of America, Inc... 
Cyclone Fence Co.............. 





Daisy Mfg. Co.... 
Damascus Steel 
Dazey Churn & Mfg.’ Co. 
Dempster Mill Mfg. Co........ 


IhlllI11tae 


|Ss 


TILT LT ISEEEtSt 


Jal le PE RAE 


ol 


=lii | 


Ill 


SiS HLINITLI LQ ttt Tt 


PITbtSi dt 


bell 


ND GOR, TNs 6 isis ae awe 3 
| DeWitt Operated Hotels........ 
| Dexter Co. 
Diamond Calk Horseshoe Co... 
Dickson Weatherproof Nail Co... 
Dietz Co., R. E 
Disston & Sons, Inc., - 
Dixon Crucible Co., Joseph..... 
Domes of Silence 
Draper-Maynard Co., The...... 
du Pont de Nemours & Co., Inc., 
E. I., Rayon Dept., Cellophane 
Div., Cellulose Sponge....... 
du Pont de Nemours & (o.. tne, 
E. Fabrics and Finishes 
Chemical Specialties. . 


” 


Dept., 


Mingle Tack O80... cccccccccsccse 
ee a oa abn k 60:0 60 0 
Eagle Rule Mfg. Corp......... 
Edlund Co. ° 
Elastic Tip Co., 
Electro-Line Muse  Gaiieny 
Embury Mfg. Co 

Empire Level Mfg. Co......... 
Everedy Co., .The.......cc.e% 


F 





Faultless Caster Corp.......... 
Flexible Steel Lacing Co....... 
Florence Stove © 
Motor Co. 





Ford (By-Products 

MD cétwiwecidnaceesanens 

Foster Company, Benj.......-- 

Wenets TG.” GOs... cccsnsesss 
Gi 


ee EE 5.6.6 k a ind.a.n a ei wkis 
oe ee eee ee 
Gardiner Metal Co............. 
General Electric Co. (Full Line) 
General Electric Co.. Bridgeport, 
Conn., Appliance & Mdse. Dept. 
General Electric Co., Lamp Div. 
General Motors Sales Corp. . 
Gibson Electric Refrigerator Corp. 
Gilbert & Bennett Mfg. Co.. 
Glass Coffee Brewer Corp...... 
Goodyear Tire & Rubber Co., Inc. 
Graham Mfg. Co.... 
Gray & Dudley Co............ 
Greenfield Tap & Die Corp..... 
Greenlee Tool Co......... a 
fk eee 





eae 
Harris Hardware & 
ot. avretdbknhe cmeweeonn 
Hawkins Co., 
Hazard Insulated "Wire Works. 
Heller & Co., 
Hibbard. Spencer, 
Hill-Shaw Co. 
Hindley Mfg. Co. 
Hoppe, Inc., Frank A......... 
Horton Manufacturing Co....... 
Hotel Benjamin Franklin....... 
Hoyt & Worthen Tanning Corp. 
Huenefeld Co. 
Hustler Corp. 


* partictt’ Co... 


Independent Lock Co........... 

Indestro Mfg. Corp............ 

Indiana Steel & Wire Co....... 

Ingersoll Steel & Diec Div., Borg- 
Warner Corp. 

International Harvester Co.. Inc. 

Iron Glue Div., McCormick Sales 
Co. 


TR, BO. on clan atigk os 
Jennings Mfg. Co., The Russell. . 
Jones & Laughlin Steel Corp... 
oun Ge.. Tee, GH. Eeivaccces 
PEE SE SOG 6s Sew iiccaecs a2 
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| Keil & Sons, Ine., Francis. , 
Keuffel & Esser Co...........- 
| Klein & Sons, M. 
Knapp-Monarch Co. 
K-R-O Company 
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Laclede-Christy Clay Prods. Co. 
Lakeside Aluminum Co......... 
Lamson & Sessions Co......... 
Landers, Frary & Clark........ 
Laughlin Co., Thomas.......... 
Lead Industries Assoc..... otece 
Libbey-Owens-Ford Glass Co.. 
Lincoin-Schlueter Floor Machin- 
ery Co. 
Lovkwood Hdwe. Mfg. Co....... 





Lowe Brothers Company, The. 
Lufkin Rule Co., The.......... 
M 
M«t'‘ormick Sales Co., Ine., Lron 
Glue Ms sas tbadagaar tee ce 
McCormick Sales Co., Red Arrow 
i: cCtenheece Sie ss 660.649 
McDonald Mfg. Co., A. Y....... 
McKinney Mfg. Oo.........c0. 
Macklanburg-Duancan Tk. Sciatic 
Majestic Company ............ 
Manning-Bowman Co. ......... 
Marble Arms & Mfg. Co....... 
Marlin Firearms Co., The...... 
Master Lock O0.........csc0e. 
Master Products Co., The...... 
Master Rule Mfg. Co., Inc..... 
Maze (‘ompany, Bg 4 a 6 s0-#e 
Merchandise Mart, The........ 
Metal Sponge Sales Corp....... 
Miami Cabinet Div. of The 
PRilip Carey Oo.....:...000- 


Mid-States Steel & Wire Co..... 


Me MOONE Gio c cccccdcceces 
Miller. Inc.. Robert E......... 
MN Meson 6a wie cess 
Monarch Manufacturing Co..... 
Moore Enameling & _ Co., 
Moore Push Pin Co............ 


Morse Twist Drill & Machine Co. 
Mostow (Co. 


= Wheel Corp. (Duo-Therm 
ads pea aab aw hid ares 
Murphy's Sons Co., Robert..... 
Murray Ohio .. "Co., The. 
Myers & Bros. Co.. The F. E.. 
N 

National Enameling & Stamping 
National Lead Co............. 
National Mfz. Co...... ‘ 


National Pressure Cooker Co. 
National Screw & Mfg. (Co.., 

New Haven Clock Co., The... 

Ps, Ms HIND s 0:00.00 0.00 00-0 
Nicholson File Co.............. 
Norcross & Sons, 
North Bros. Mfg. Co...*...... 
Norton Abrasives 
Norton Door Closer Co 
BOOED “SEE OM oon cds occcccs 


= he 


Ghemite Go. TAGs. 66:6.0:0.5:56 sicdcce 
Mliver Iron & Steel Corp....... 
Outboard Marine & Mfg. Co..... 
GURNEE BO OB cccccisevssoes ° 


Pacific Plastic 
Page Seed Co., 
Paine Company, The nah ete Eee ai 
Palatine Industrial Co., Inc.... 
Parker Hdwe. Mfg. Co., 
Patent Novelty 
Pecera Paimt Ce. ..sccccccccece 
Perfection Stove Co............ 
Perforated Pad Company....... 
Peters Cartridge Div...........- 
Petersen Mfg. Co......--...++: 
Pittsburgh Plate Glass Co., Paint 
SEE. nthe 6adswen ees ese 6s 
Pitt-burgh Plate Glass Co. 
(Pennvernon Div.) 
Pittsburgh Plate Glass Co. 
(Store Fronts) coe 
Pittsburgh Steel Givi cccccccoes 
Plastic Prods. Company. Saws eee 
Plymouth Cordage Co....... cece 
Plymouth Rubber Co., Ine..... 
Poreslain Products, Ine........ 
Premax Products 
Proctor Electric Co....... 
Progressive Mfg. Co., Ine. 
Puritan Cordage Mills 


& a Co., Ine. 
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Raucher Manufacturing Co...... 


—— | Rixson, 
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Raybestos-Manhattan, Inc. (Ray- 
ebestos Div.) ..-..-cecsccces a 
Ray-O0-Vac Co. .....--ssereses _— 
Reading Hardware Corp....... 38-39 
Red Arrow Div.. MeCormick 


Sales Co. 
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Remington 


Arms Co., 


The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 
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Republic Steel Corporation..... 


Republic Steel Corporation (Wire 
55 | Division) 


Reynolds Wire 





Rich Ladder & Mfg. 
Richards-Wilecox Mfg. 


4 | Rittenhouse Co., Inc., 


Oscar C., 
| Robertson, 


Arthur 


Mie Aso 4:46:05 60.6'6 


Co., oe 


| Rochester Sash Balance Co., Ine 
Rogers Isinglass & Glue Co..... 
| 


Roper Corp.. Geo. 
| Rugg Co.. The 

| Russell, 
| Nut Co. 


| Ryerson & Son, Ine., J 


Ss 


| Samson Cordage 


E. 
Burdsall & Ward Bolt & 


Works. ... 


| Sand’s Level & Tool Co......... 
| Sandvik Saw & Tool Corp... 
EE a 0 ce 00-600 ewe 
Savage Arms Corn.. 


Schalk Chemical Co. ~ 
| Schatz Mfg. Co............... 
Schlueter Mfg. Co.. 


Schollhorn Co., 
| Seofiel? Mfe fo 


Sherman Mfg. Co.. 


Smith, Inc., 





| Stanley 


Sentinel Radio Corp... 
Shapleigh Hardware Co. 
— Bronze Powder & Stencil 


Schacht Rubber Mfg. Co...... 


The Wm. 


a er 


Sherwin-Williams Co., 
Ce. SE: GBs csc cee sees 


Socony-Vacuum Oil 


ROP Ae eee 
Socony-Vacuum Oil 
Products 
Sparklets Corp. .... 
Speedway Mfg. Co. 
| Standard Fence © 


Co.. Bug-A. 


Standard Steel Products Co... 
of the Stan 


Tools, Div. 

ley Works 
Stanley Works. 
Star Heel 
Starline, Inc. 


Plate Co 


Ma-Tite Gaath Oo........... 


Stearns & Co., F. 


Steel Products Mfg. 


Stevens Arms (o., 
Stewart Tron 


Works Co.. Ine.. 


TD | dnicdla 3 lb 6 606.6 5.00104 4.0 6:0 


‘Tennessee Coal, 


Iron & Railroad 


Townsend, B. A 
Trico Fuse te Cc 
Triplewear 
Triplex Screw (Co.. 
Tubular Rivet 
Tucker Duck 
Curner. Day 
dle Co. 


@ Bees Ob... 6 
& Rubber Co. 
& Woolworth 


‘Han. 


Union Fork & Hoe Co., The.... 


Union Hardware Co 


0. S. Steel Corp.. 





United Stove Co........... aie 


Utica Dron Forge 


‘ 


Vaughan « 
Vaughan Novelty 
Victor Electric 
Vita-Var Corp. 


& 


Tool Corp. . 


Bushnell Mfe. Coe... 
Mfg. Co.. Ine. 
Products, Inc... 


Vichek Tool Co... The....... 


w 


Wabash Appliance Corp.. 
Cc 


Wagner Mfg. 


| Wall Rope Works, 
Warren Tool Corp.......... er 
Warwood Tool Co............. 





Washburn Co., 
Waterbury Rope Cc 


The.. 


D.» 


Western Cartridge Co.......... 
Westfield Mfc. Co............. 


— Electric & Mfg. 
| wittelite ‘Desthers ........... 
Winchester Reneating Arms Co 
cp eS SS aaa 


Wood Shovel & Tool Co......... 


| Wooster Brush Co 


Wright Products M 


fg. 


Wright Steel & Wire Co.. G. F. 


‘ 
Yale & Towne Mfg. 


Co., 


Tee: «..° 
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Increase your summer 
business with a colorful 
display of Carlton Cake 
Savers — in big demand 
right now for carrying 
foods to picnics. Pat- 
ented edge seal is dust 
and vermin proof. Two 
types, round and square, 
in four colors. Order of 
your jobber today, put 
them right out in front, 
and see them sell. 


The Carrollton 
Metal Products 
Company 


Carroliton, Ohio 




















Highest 
quality jar rubber 
made. 


= rofit. Big re 


BOSTON WOVEN HOSE & RUB 









Balanced FOR SALES. 
Balanced FOR PROFITS 


This balanced assortment from 
“The Tool Box of the World”’ gives 
you 12 Stanley Nail Hammers 
. every one a fast seller. 


| STANLEY ] 


Order From Your Jobber 


STANLEY TOOLS 


New Britain, Conn. 











iggest seller. 
Used by experts and home 
canners for 20 years. Na- 
tionally advertised. Excel- 
ats. 10¢a 
wo gross (24 cartons) in 
$i color display container. 


CO0., Cambridge, Mass. 











These exclusive features of ~ 


[OcK JOINT. 


(Patent No. 2,038,389) 


put “punch” in your sales story 






to help you move more stove pi 


MiILCOR:; insides advancements 
bring you a big, profitable share of 
the stove pipe business » » » 


Here’s the handsome stove pipe that really gives you 
something to talk about on the sales floor—exclusive 
features that make your customers realize here is 
the easy-to-handle strong pipe they want. 





You enjoy a real edge on competition when you stress 
these unequalled selling points: (1) The Locking 
Device — locks quickly and easily by hand... 
(2) the Non-Slip End Lock — prevents up-and-down 
movement of lock . . . (3) the Short Fade-Away Crimp 
CLOSED — for increased strength and tight assembly that 
eliminates the danger and unpleasant odor of leak- 
age. Customers are quick to recognize the value of 
these features and enthusiastic about the results they 
get with LockJoint. 


Exclusive 
selling features 















CLOSED 


Non- a End Lock. 
New feature prevents 
up-and-down move- 
ment of lock. Prongs 


on locking tongue fit con- 
cealed slot, 


Get set for profits this season. Order your stock of 
popular LockJoint from your jobber today. Available 
in dll standard sizes, in top-grade metals. 


Corrugated elbow and 
adjustable elbow, part 
of complete assort- 
ment of accessories. 


MrccoR. § TEEL ComMPANY 


MILWAUKEE, WISCONSIN CANTON, OHIO 


CHICAGO, ILL. @® KANSAS, CITY, MO °® LA CROSSE, WIS 
BALTIMORE, MD. ®© ROCHESTER, N.Y 










H-13 & H-13A 






The holding power of the 
Milcor Fade-Away Crimp is 
demonstrated below. Three 
lengths of 28-gauge stove 
pipe support almost 100 
pounds without sagging. 


_— 





Short Fade-Away 
Crimp. Edge turned in 
slightly for easy fit- 


ting. Crimp fades away 






Sales Offices: Minneapolis, Minn.; Little Rock, Ark 
Denver, Colo.; Washington, D.C ‘bes on, Mass 
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Busy saws mean plenty of saw filing. That calls for the 


best in saw files—Nicholson Mill, Slim or Extra Slim Taper 


Files with the smooth, velvety “feel.” They do just the 
right touch-up job on every saw tooth. They’re uniformly 


keen and dependable—every one of the same high quality. 


Colortul, compact, Nicholson No. 46, 56, or 
66 Retail File Display Units contain 46, 56, or 
66 of these super-quality files in fast-selling 
sizes, each wrapped in cellophane. Files 
represent 14% of your hand tool sales. Make 
more money on that 14%! Your jobber will 
supply you. Nicholson File Co., Providence, R. I1., 
U. S. A. Canadian Plant, Port Hope, Ontario. 
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1843-Suponzsais NyvereSix Years OF HONORABLE SERVICE- 1939 





‘Quaury Counts” 


. (REGISTERED) 


SEE OUR SALESMAN 


“DIAMOND EDGE 1S_A QUALITY PLEDGE” 
Shapleigh National Series No. 2272. HARDWARE AGE 








